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| to ADEQUATE HOME WIRING 


Armed with the complete line of Bryant Wiring Devices you can march to 


the extra profits of modern home wiring. Bryant gives you more than just 
general purpose outlets and devices. Bryant provides also special pur- 
pose devices for radios, clocks, ranges, fans, closets, warming devices, 
etc. That's where extra profits come in. That's adequate wiring! 


When you stock Bryant Devices you enlist a fast-moving 
line ...a complete line that meets all needs. This means 
smaller investment, faster turnover and greater profits. 
Review the line in the Bryant easy-to-use catalog. 


Sold through Electrical Wholesalers. 


THE BRYANT ELECTRIC COMPANY * BRIDGEPORT, CONNECTICUT 


NEW YORK: 100 East 42nd St. - CHICAGO: 844 West Adams St. - SAN FRANCISCO: 325 Ninth St 





Private Interior 
Telephone Systems 

























@ Comments like these confirm our proud boast that 
Automatic Electric private telephone systems have really 
made a hit with everybody. And still the market is practically 
untouched! Every office, shop, factory, and almost every 


home, is a prospective user. 
9 





Automatic Electric makes private telephone systems to fit 
“We're glad we started pushing interior tele- . ‘ 
phones. This business is right up our alley.” every need. We show below four of the many types avail- 


able. Our field representative will be glad to supply you with 
literature, prices and discounts, as well as work with you 


on specific jobs. Call on him for help. 


SERV-U-FONES 


Attractively priced common- 
talking systems in capacities of 
two to ten stations. Conveniently 
packaged, simple to install. Dry 
cell operated. 





“Private telephone systems mean three things AUTO-COMS 
to us ... a clean installation, a nice profit Deluxe intercom. systems, pro- 
and a pleased customer.” viding selective talking and se- 


lective signaling service for a 
maximum of ten stations, and 
up to five connections at one 
time. No automatic switchboard 
needed. 


INTERCOMS 


Common-talking, _ selective-ring- 
ing systems in capacities of two 
to eleven stations. Beautifully 
designed, and durably_ con- 
structed for long faithful service. 


P-A-X’s 


Private Automatic Exchange sys- 
tems, available in all capacities. 
Use standard automatic tele- 
phones and provide for a va- 
riety of special communication 


VAIN 
<> ELECTRIC 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 
Sales and Service Offices in Principal Cities e In Canada: Canadian Telephones & Supplies, Limited, Toronto 








“Our new telephone system has ironed out the 
kinks in our office ... don’t know why some- 
body didn’t get after us earlier.” services. 
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SQUARE D RANGE SWITCH 
WITH UNFUSED MAIN 


Here is a new switch with which you can really 


“go to town” ... It is replete with features as 
set forth in the panel above. . . Your contractors 
will like it because there is a good market for 
it and because it is so easy to install. . . It is 
the ideal switch for range installations . . . Show 
this switch to your contractors. Go over it in 
detail with them. It will build business for them 
—and for you. Write for Bulletin CA-544. 


CALL IN A SQUARE D MAN 


SQUARE JT) COMPANY 


DETROIT- MILWAUKEE-LOS ANGELES 


IN CRNAROR: SQUARE DOD COMPANY CANADA LIMITED, TORONTO, ONTARIO 
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—Marked and Measured to Help Everybody 
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—These Brides Create a Lot of Business 


SELLING WITH ATMOSPHERE 
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—Set Your Stage for Old Man Sales Resistance 
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Small Motor Starting Switches 


Across-the-Line Type Tumbler Switches, without over- 
load protection... Give positive control for motors; especially 
suitable for oil burners, refrigerators, motor-driven machinery 
and lighting loads. 

These switches have rugged, durable mechanisms built to per- 
form with the sturdy integrity characteristic of Arrow-H & H 
Lines. Bakelite arc snuffers increase breaking capacity; kick- 
off release mechanically starts the switch blades in motion and 
prevents sticking; extra-heavy blades and contact jaws increase 
current-carrying Capacity. 


Different styles of mounting are supplied for a wide 
range of machine-design requirements. Separate switch units 
are available for installations in switch housings built into 
motor-driven machinery. 

No. 6808 (upper right) is a double-pole switch for single phase 
motors; No. 7808 (lower left) is 3-pole for 3-phase jobs, 
Also, the line includes 3-way, 4-pole and 2-speed reversing 
switches. All have horsepower ratings. . . Everything you may 
need in this line will be found in Motor Starting Switch Cata- 
log No. 7 — on request. 


| SOLD THROUGH your HART & HEGEMAN DIVISION otic WHOLESALER | 
re ARROW-HART & HEGEMAN ELECTRIC CO. wagtton: \\ SS 
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A-W FLASH! 
GOOD NEWS— As we go to press, the Adequate 


Wiring Campaign has already begun to roll up grati- 
fying results. The two field men have covered some 
28 cities and held 67 meetings. The program has 
been welcomed with enthusiasm everywhere. More 
than 50 cities have written in for information on how 
to get going with a local Adequate Wiring Bureau. 
Forty-five cities have ordered campaign material 
for local use. New York, Washington and Los An- 
geles have put in applications under the certification 
plan. 

This is certainly encouraging. This program is 
going over in a big way, unless all the signs fail, and 
no wholesaler’s salesman can afford to overlook it or 
neglect it. The smart ones will grab the banner and 
help lead the movement wherever they are selling. 
There is a lot of business coming from this cam- 


paign. 
* 
FRESH FACTS 


THIS TIME— Question forms are out for another 
census of retail and wholesale trade by the Bureau of 
the Census. Data on sales, payrolls and inventories 
for 1937 and the first quarter of 1938 will be com- 
piled, covering several hundred thousand dealers and 
wholesalers. It will be worth studying. 
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This will be the third adventure of the Census 


Bureau in these fields. A prompt report is promised 
as Washington plans to distribute the figures early 
this fall. There should be a lot of good evidence in 
these reports that salesmen can use in selling dealers 
on better pricing policy, better business methods. 
Facts will be fresh enough to sound like news—not 
history. Every wholesaler should fill out the ques- 
tionnaire! Individual replies are confidential. 


* 


HO! 

THE SHOW — As our old friend Will Shakespeare 
said “The show’s the thing.”” Or was it something 
else? Anyway there are shows all over right now. 
City after city is staging exhibits of electrical sup- 
plies and equipment. <And the interesting point is 
that they are better attended and more sales are 
made than last season. So manufacturers are saying, 
“Bigger exhibits next time.” Why not? 


* 


WIRE GOES 
EMOTIONAL — One of the big national advertisers 


once had a slogan—“We couldn’t improve the tooth 
paste, so we improved the tube.” The public stepped 
right up. Something better. Well, we're apparently 
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catching on, when one of our wire manufacturers 
wins a prize from the American Management Asso- 
ciation’s famous Packaging Clinic. Anaconda im- 
proved its containers with a few ideas. The experts 
sat back and squinted at it, then the music and— 
Here comes the prize! 

Now on top of that, National Electric Products 
starts the new style of marking and measuring 
wire—and anything can happen. For if wire can 
acquire emotional appeal, what next? Why not 
baby blue outlet boxes? We're for ’em. 


* 


SPRING AND 
TRAILERS — Spring has come. The birds are 
twittering tra-la-la. The little lambs are wriggling 
their foolish tails, as the warm milk runs down 
their oozeley goozalums. And the poets burst forth 
anew with such pale tripe as— 
Oh Sassafras, Sweet Sassafras! 
Thou are the stuff for me. 
And in the spring I love to sing 


Sweet Sassafras, of thee! 


Also the salesmen’s trailers are taking the road. 
Make no mistake, this is a wheeling world and the 
man who drives his appliance line out to the dealer’s 
store—he’s going to have some bacon in his pan. It 
is all a matter of dollars. So figure it out—1 trailer 
+. more orders = how much ordinary business? 


* 


HOT SPRINGS? 

DEW TELL! — Big News this month. The National 
Electrical Wholesalers Association has decided to hold 
its convention this year at Hot Springs, Virginia. 
They'll be comin’ ’round the mountain on May 22. 

Thank God there are a few traditions left that no 
dictator so far is tying to upset. This get-together 
at The Homestead every year, in the presence of the 
green mountains, in the peace of this historic setting 
is worth a lot to the business. Out of this atmos- 
phere has come much progress. 


* 


THESE GALS 
BUILD MARKETS$— It is interesting to note that 


more and more wholesalers are hiring women these 
days to help the dealer sell appliances. The power 
companies started it some years back. They called 
these girls home demonstrators. But they are more 
than that. They have gone way beyond the selling 
of ranges and refrigerators and the rest and evolved 
a new common sense of house work. They have sold 


American women a new viewpoint toward home 





operation and management. It is that idea that is 
building the appliance market. 

If it has paid the utilities and manufacturers, nat- 
urally it pays the wholesaler. Volume depends on what 
your dealers sell. Dealer volume everywhere waits 
on the local selling of the idea. It is encouraging to 
see wholesalers taking this progressive and practical 
step. 


* 


BELL RINGS 


AGAIN —NEMA has rung another bell with the 
National Range Program. Last month the Adequate 
Wiring Program provided the finest set of industry 
promotion material seen so far. The range advertis- 
ing is quite as good and our hats are off to the men 
who have made this contribution. 

Both of these campaigns have immediate value to 
the wholesaler’s salesman. One opens up new oppor- 
tunities for contractors, the other for dealers. By all 
means, study this material and talk it with enthusiasm. 
This range program is going to catch the public eye 
and sell a lot more ranges for the dealers who use it. 
Better keep in touch with local Kitchen Bureau ac- 
tivities wherever you sell. 


* 


PICK 

YOUR PROFIT—We asked a New York wholesaler 
the other day—a New York house, mind you, where 
the Wall Street Blues are ringing in their ears. We 
asked how the last year panned out. 

“Swell!” sezzee. “Best in a long while. We 
picked us out a few appropriate, high profit special- 
ties and rode ’em with quirt and spurs. We ran 
the volume way up for our dealers, as well as our- 
selves and cashed in.” 

Looks like a bit of bad times now and then—not 
too much—is good medicine. Makes you warm up 


your cerebellum and do some thinking. Too many 
men just sell with foot and mouth. 





THE WHOLESALER’S SALESMAN — April 1938 


























ie 


Blower Attic Fan (above) answers a 

tremendous growing demand for Com- 

fort Cooling in homes at low cost. A. $ 
of H. and V. E. Test Code ratings. 


1 HOMES—The new pnpeares American 


APARTMENTS — Now, for the first 
time, Comfort Cooling for apartments 
with the newAmerican Blower Apartment 
Conditioner! (Design and many exclusive 
features are covered by patents pending. ) 


SS 


single room, the new American Blower 
Aeropel Electric Ventilator (above) is 
your answer to another great demand 
Three-speed motor reversible on all speeds. 


3 ROOM COOLING~—For cooling a 


FOU GREAT FIELDS FOR PROFIT 


No trade-in—no complicated service prob- 
lems—no refrigeration or ice required for 
Comfort Cooling by Attic Ventilation! Instal- 
lation diagram (above) shows how simple 
it is. May be financed now on F. H. A. terms. 


Display this beautiful Apartment Conditioner 
in your store and get the profits from quic 
easy sales. Use the attractive mailing folders 
(furnished to you free), and watch the 
requests for demonstrations pour in! 


Blower offers the most complete line for 

Comfort Cooling commercial establish- 

ments and offices. 9 sizes of Ventura Fans 
and 11 sizes of Sirocco Blowers. 


4 STORES, OFFICES, ETC.— American 











MO. | 


The American Blower Corporation, the 
world's largest builder of Air Conditioning 
and Air Handling Equipment, backs up au- 
thorized dealers with its gigantic national 
advertising and direct mail campaign for1938. 


Usually, one demonstration in the evening, 
when the whole family’s home, sells this 
amazing new American Blower portable 
Apartment Unit. Cool, refreshing air drawn 
in from out of doors does the selling! 


American Blower Ven- 
tura Fans (above) and 
Sirocco Utility Blowers 


(right) are ayear round 
source of income! 


* Division of American Radiator and Standard Sanitary Corp. 
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6000 Russell Street, Detroit, Michigan * Canadian Sirocco Co., Ltd., Windsor, Ontario 























“But, Mr. Flupp, it's the only way I could 


keep him from disturbing you.” 
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BENNETT POINTS TO 


PORTABLES 


AROLD W. BENNETT 

knows that showmanship pays. 
He went into a territory of hard 
headed buyers for the George H. 
Wahn Co. of Boston, five years ago 
to sell portable lamps. It looked as 
though direct selling manufacturers 
had all outlets nailed to the wall. 
So his job was to make a big noise; 
let the trade know the Wahn Com- 
pany was after their portable lamp 
business—with something new in it 
for the dealer. He turned showman. 
For three solid years he gave a show 
a day in every good sized town of 
Maine, Vermont, New Hampshire 
and Massachusetts. It worked. 

Before he hit a town he arranged 
for a sample room in the leading 
hotel and sent out cards to all pros- 
pects telling about the big doings. 
When the day arrived, if a few 
choice merchants weren’t on hand, he 
went out and got them. He had a 
story to tell. And like any good show 
man, Bennett wasn’t going to play to 
i half-filled house. 

Every day he set up his display. 
When the over, he 
packed his light-panel-body — truck 
and hit for the next town and an- 
other show. That was real showman- 
ship. And with it a lot of fun thrown 
in. After three years of one-a-day, the 
New Englanders learned that Ben- 
nett knew the lighting game and had 
the stock. 

“That was one of my problems,” 
says Harold Bennett, 


meeting was 


“convincing 


them that we had a full line. Also, 
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A show a day for three years, with this 


Harold W. Bennett of the George H. Wahn 


scenery—that's showmanship! 


Company, Boston 





He's sold ‘em in 42 states, Canada, Cuba 


and South America—He operates this way— 


that we could sell merchandise that 
was styled and priced right. It was 
a job of breaking down that old story 
—We are buying direct, so why 
bother with wholesalers? ” 

Bennett has been selling portable 
lamps 23 years. He knows it and 
likes it. When he first went into the 
business, he took one specialty lamp 
and sold it from the Atlantic to the 
Pacific. One day he found himself 
in Florida, signing ’em up. Up to that 
time he had been through 42 states, 
so he decided to see Cuba. Then after 
doing a job with the Cubans, he 
shipped to Jamaica, Central America 
and South America. He made the big 
and small towns. And five years later 
returned to the States. Eventually he 
wound up with Wahn. 

But Bennett no longer operates a 
show room on wheels. The ground 
work has been done. He still carries 
samples, however. “When I walk 
into a new or old account,” he says, 
“T want something to show them and 
a story to tell. 

“A short time ago, while driving 
through a Vermont town I stopped 
at an office supply house. It was my 
first call on them. I had a good look- 
ing desk lamp, either a Greist or 
Wakefield. I went in with my sample 


HE WANTED TO MAKE MORE MONEY! 


and order book and gave them my 
story. Boiled down it was something 
like this. ‘Your salesmen are pound- 
ing the pavements with their regular 
lines. They know their customers. 
Why shouldn’t they push a line that 
offers sound selling points, good profit 
opportunities and practically no com- 
petition ” 

“There was the lamp. They could 
see what it looked like and try it out 
themselves. It made a hit so they 
bought a small order. That sample 
opened the door.” 

When I.E.S. lighting came along, 
the Wahn Company saw its possibili- 
ties and stocked accordingly. Bennett 
worked closely with the power com- 
pany demonstrators in trying to cre- 
ate interest. Among the hardest re- 
tailers to sell I.E.S. were the furni- 
ture stores. They thought the ap- 
pearance and large bulb were against 
the lamp. “Today,” says Bennett, “it 
would be just as tough to sell them 
the old three-candle types. ‘Their 
change in attitude has been partially 
brought about by better styling.’ But 
persistent selling gets orders.” 

Bennett has a plan that keeps 
“peace in the family.” In the smaller 
towns he refuses to sell the same item 
to all accounts. The plan diversifies 
his orders and doesn’t restrict the vol- 
ume done by any one dealer. Price 
cutting is also soft pedaled. 




















































The milk industry is a big electrical mar- 
ket because it is constantly modernizing. 
These new machines in the Borden Com- 
pany’s Riverside plant automatically fill 







and cap 120 bottles a minute. They are 
electrically controlled and operated. 


By 


Edwin Laird Cady 


YOU CAN 


SELL MILK PLANTS 


ese people think that milk 
plants are just places where they 
pour milk into bottles. But as a mat- 
ter of fact, they are factories—eco- 
nomical, efficient, and well run. 

Fluid milk is a raw material of 
which all sorts of food products are 
made. A pasteurizing and bottling 
plant alone buys enough equipment 
to be interesting to wholesalers’ sales- 
men. But so many operations may be 
carried on under one roof by many 
milk plants that it is necessary to 
think of milk, butter, cheese, ice 
cream and evaporated milk as all one 
industry. 

The first stop of the milk after it 
leaves the farm, is usually the local 
creamery. And any creamery is worth 
attention. But because so many 
creameries are also bottling plants, 
they are often not counted as sepa- 
rate organizations. In the United 


States, however, there are probably 
about 11,500 bottling plant cream- 
eries and 6,700 ice cream plants, 
6,600 butter plants, 4,700 cheese 
plants, and 1,500 condensed and 
evaporated milk plants. 

The milk industry is a big elec- 
trical market because it is so con- 
stantly modernizing. It spends up to 
$100,000,000 per year for equipment. 
To pay for all this, it takes nearly 20 
cents for each consumers’ food dollar. 
Its executives are modernization 
minded. National, state and_ local 
government departments watch it like 
hungry hawks, to make sure it keeps 
process modernizations up and costs 
down. And it is using more and more 
electrical products with every shift in 
its equipment. 

To sell any industry best, of 
course, it is wise to know what the 
strongest need of that industry is. 


General Managers 


General Purchasing Agents 


General Engineering Depts. 


Local Purchasing Agents 


Plant Managers 


Automotive 
Maintenance 


Electrician 
Manager 


Stable 
Manager 





Clean Up Sales 


Promotion 


Gang Boss Manager 


All these men influence the purchase of electrical products in milk plants 
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Cleanliness is dictator in the milk in- 
dustry. And because cleanliness is its 
strongest need, the milk industry goes 
for splash proof motors, stainless steel 
parts, total enclosures, and things 
which can be washed down without 
damage. And many electrical devices 
are used to help in connection with 
these cleaning processes. 

Therefore, there is much replace- 
ment, just because old equipment was 
not so easy to clean. And there is 
high preference for direct connected, 
motor driven, easily cleaned equip- 
ment—big users of electrical supplies. 
Machines and pumps are put up off 
the floor or walled off in rooms, out 
of the way of cleaning operations. 
This means remote controls, and an 
ever increasing use of automatic con- 
trols, with relays, switches, timers, 
and the like. 

Intermittence of operations also 
calls for automatic controls, portable 
mixers, agitators, immersion heaters 
and so on. Much of this equipment is 
so special, most wholesalers would 
not handle it, but they do handle 
cords, switches, waterproof armored 
cable, as well as general supplies. 

Power, for running the machines, 
for refrigerating and process heat, is 
a big user of electrical supplies. 
Thermostats and other temperature 
controls are in large use, because 
some rooms and processes must be 
cold, others hot and the temperature 
control must often be to plus-or- 














minus a single degree. This means 
special wiring, motors and controls. 

A lot of merchandising is done. 
Milk, ice cream, special cheese, all 
need electrical help for selling. There- 
fore you can sell supplies for electric 
signs, dispensers, animated displays, 
and others. 

Larger outfits have medical depart- 
ments with nurses and even doctors 
in full time attendance. You can sell 
supplies to help them take care of 
their employees. Some have laundries 
for employee uniforms, and many 
have lunch rooms which start with 





serving “coffee and” to the drivers at 
4 a. m., and continue with noon 
lunches to plant employees. 

Milk plant buying methods differ 
from plant to plant and company to 
company. Quite a few are hooked up 
with big outfits which have central 
purchasing offices. But, the central 
purchasing agents say this is mostly 
to get the benefit of crack engineer- 
ing specialists on major planning. 
Electrical supplies are usually bought 
locally, sometimes through  con- 
tractors. 

The engineers may create accept- 





This view of the engine room of the Borden Company’s Riverside 
plant in New York City shows many electrical applications. 


ance lists. That is, four or five defi- 
nite manufacturers’ numbers of splash 
proof motors may be certified as 
acceptable for pasteurizer-agitator 
drives; four or five other motors for 
portable agitators, and so on, with 
all sorts of supplies for various ma- 
chines. 

But don’t let acceptance lists bother 
you. They are made to help you. 
They are created by specialist engi- 
neers working with the engineers of 
the equipment makers. Acceptance 
lists prevent you from making costly 
mistakes, and relieve you from irk- 
some responsibility. If they exist at 
any plant, the local buyer can easily 
tell you what is on them, and you 
can get set accordingly. 

It is wise to study local set ups 
very carefully. In some of them the 
general manager is the whole works, 
in others the manager merely buys 
and sells milk and the electrican buys 
the supplies you sell. But in the big- 
ger outfits the electrician, automotive 
maintenance manager, stable superin- 
tendent, clean-up gang boss and sales 
promotion manager are all consulted 
about their respective departments. 
The production manager gets the spe- 
cifications together into requisitions. 
The purchasing agent does the actual 
buying. And you must manage to talk 
with all of these men if you want to 
be more than an order taker. 





GENERAL SUPPLIES 
blowers 
fans 
exhausters 
battery chargers 
steam flow regulators 
refrigerating units 
pumps, direct connected 
water coolers 
magnetic valves 
motorized valves 
industrial trucks 
switchboards 
generators 
transformers 
air compressors 
strip heaters 
unit heaters 
electricians’ tools 
conduit 
cable 
fuses 
panels 
outlet boxes 
starters 
motors 
lighting equipment 





Electrical Products For The Milk Plant 


POWER, MATERIALS HANDLING, AND 


glue pots 

hack saws 
solder pots 
soldering irons 
automatic switches 
automatic timers 
thermostats 
circuit breakers 
timers 

remote controls 
lamps 


PORTABLE ELECTRICAL EQUIPMENT 
welders 
drills 
grinders 
pumps 
blowers 
vacuum cleaners 
floor brushes 
flexible shaft driven rotary brushes 
direct connected rotary brushes 
mixers 
stirrers 
agitators 
saws 
pipe threaders 


immersion heaters 
cords 
contacts 


MERCHANDISING EQUIPMENT 


electric signs 

window displays 
animated displays 
automatic dispensers 
refrigerated cabinets 
slug detectors 


STABLE AND GARAGE 


electric fly killers 

electric trucks 

horse cleaning vacuum cleaners 
clippers 

feed grinders 

testing instruments 


LUNCH ROOMS 
urns 
percolators 
ranges 
water coolers 
refrigerators 
ice cream cabinets 
toasters 
food warmers 
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So ——-_ 2 See 









oz FLUES 


AFTER 


By Henry 


N airplane comes in handy some- 
A times for a wholesaler’s sales- 
man, that is, if he can fly it himself. 
C. E. Walbert of the North Coast 
Electric Co., Portland, Oregon, fre- 
quently makes use of one for special 
trips. Maybe that’s because his terri- 
tory extends from the Pacific east to 
the Snake River, about 500 miles, and 
since he goes 150 miles south to Tilla- 
mook and Bend, Oregon, that gives 
him a strip of 75,000 square miles to 
cover. Besides the air trips, he drives 
about 50,000 miles a year in his car. 
So he gets around some. 

Walbert belongs to the Sports- 
man Pilots’ Club of Oregon, which is 
made up of men and women who fly 
for business or pleasure. He does not 
own a plane. He hires one as the 
occasion demands. 

Here’s a little story Walbert told 
me that shows how he makes flying 
practical. It ought to make any sales- 
man wish that he had wings. 


12 


‘EM 
W. Young 


“There is a pea canning company 
located at Pendleton, Oregon,” he 
said. “It is about 233 miles from 
Portland by highway, and only 
slightly less by air. The company 
started talking about building this 
cannery a year ago, but actual con- 
struction was not started until last 
April. I had been following it on my 
regular trips through the preliminary 
stages. They decided to do the wiring 
themselves, employing day labor 
supervised by a local contractor. 

“When they came to this decision, 
they wanted the whole thing laid out 
in less than no time at all, for the pea 
season was on, and they had fo get 
started. They also decided to have a 
Portland manufacturer build the 
panel board. 

“When I heard this I was in Port- 
land. I knew if I could reach them 
soon enough and help them get started 
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C. E. Walbert of North Coast Electric 
Co., Portland, Oregon, all set to take off. 


I had a good chance to land the order. 
So I hurried to the airport, got a 
plane and flew up there in the morn- 
ing. 

“Working at top speed with the 
contractor, we planned the whole 
wiring layout, I got my order for 
about $4000 worth of materials. I 
was back in Portland with the 
sketches in time to get them into the 
manufacturer’s hands by six o'clock 
that night. He was ready to go to 
work on the panel board the next 
morning, using our stock parts in it’s 
manufacture. Incidentally, within 
10 days of the receipt of the order 
they were canning peas. 

“If I had not used the plane, I 
might not have been there in time to 
get the order at all, for they were in 
a great sweat to get going, and almost 
anything might have happened. ‘The 
cost of the plane, based on actual fly- 
ing time, varies from $8 to $12 per 
hour. In this instance, the time was 
three hours and 20 minutes for the 
round trip, and as I used a “Fleet”’ 
100 H.P. ship, it came to about $25. 
I like to take out this little “Fleet.” 
It has plenty of soup.” 

“What do you wear when you 
fly?” I asked. 

“In an open cockpit, I wear a 
leather coat and plenty of warm 
underwear. If it is a closed ship, why 
I jump in with my business suit.” 
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years ago. 


and is still at it. He says—''Sell merchandise— 


not price." 


HE main difference between to- 

day’s wholesalers’ salesmen and 
the early boys, according to Arthur 
Stanley, is an attitude towards price. 
And Arthur Stanley ought to know. 
He has been close to selling for 
66 years. 

“When I went into the jobbing 
business back in the seventies,” he 
says, “there were only a handful of 
manufacturing-jobbers in each large 
city. We weren’t bothered by price- 
competition. It was an extremely 
rare case when a customer asked for 
a price. So we concentrated on prod- 
ucts in our sales stories. And we 
made money, without taking advan- 
tage of our customers, even though 
the fine art of chiseling had not yet 
developed. 

“Many of today’s salesman are 
fully as good as the old timers. May- 
be they’re better. They have smaller 
territories and can see accounts more 
frequently. Many of them have been 
in the wiring game and understand 
the contractor’s problems. Others 
have engineering training.” 


Still a Salesman 


Arthur Stanley knows how the 
present salesmen operate. He is one 
of them with Gaffney-Kroese Elec- 
tric Supply Co., New York. He is 
on the job every day, making a few 
calls. He knows what competition 
is today. 

Stanley was just a youngster when 
he asked Enos M. Barton, presi- 
dent of Western Electric, for a job. 
That was in 1872. There was a job 


available in the warehouse. He got 


it. But at that time a stockman 
didn’t hustle safety switches, panel 


AT IT FOR 


66 YEARS 


Arthur F. Stanley (right) and Charles H. Hobart 
were fellow stockmen at Western Electric 66 


Stanley went on the road in 1876 


A good thought for younger men. 
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boards, lamps, wiring devices. They 
were not to appear for some years. 
In those days the boys handled wire, 
cable batteries, push buttons and re- 
lays. In other words—telegraph 
equipment. 

“After about four years on the 
inside, they put me on the road,” 
recalled the veteran. “I believe I 
was the first salesman in the terri- 
tory for Western Electric, traveling 
all over the country. It was tough. 
Once in a while I could get what 
they called a sleeper, but many nights 
I sat up in a coach. 


Carried Samples 


“T made the big towns and called 
on ‘bell-hangers.’ Buildings weren’t 
wired for light, so there were no 
electricians as we now know them. 
We didn’t publish a catalogue, so I 
carried as many samples as possible, 
told my sales story and hoped the 
prospect’s imagination could fil in 
the empty spots. Those samples 
were mighty helpful, just as they are 
today.” 

In 1884 Western Electric bought 
out Western Union’s New York 
supply department and Arthur Stan- 
ley stepped on a train for the big 
city. For seven years he did his 
stuff in the eastern territory and in 
his travels met a fellow by the name 
of Hazzer. They decided to go on 
their own. And Hazzer & Stanley 
opened its doors at 32-43 Franklin 
St., New York. 

“Besides Western,” says Arthur 
Stanley, “We had three other com- 
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petitors doing a combined manufac- 
turing and jobbing business. We 
had one full time salesman. You have 
probably heard his name—George 
Patterson. In 94 Hazzer & Stanley 
was changed to Stanley & Patterson. 


Then Came Lighting 


“Wiring and lighting had arrived 
by that time and we hustled to keep 
up with orders. Even at that, most 
of us didn’t visualize the extent to 
which electricity would develop. The 
electricians made no attempt to con- 
ceal wiring. They strung it around 
the mouldings. Then they began 
using porcelain knobs and tubes. Our 
lines expanded and we published a 
catalogue. It was an eight-pager and 
plenty large enough to describe every- 
thing we carried. Besides supplies, 
we sold fans, irons, heating pads 
and toasters. The fans were clumsy 
affairs and sold for around $40. Of 
course the lighting fixtures we sold 
were combinations for gas and elec- 
tricity. After all, no one knew when 
the power lines would go dead.” 

As the electrical 
panded, Stanley & Patterson in- 
creased in size. Along in the 20’s 
they sold out the supply end of the 
business to Westinghouse and Mr. 
Stanley resigned. ‘Three years ago 
he had a hankering to get close to 
business again. He saw his old friend, 
John Kroese and got himself another 
selling job—just like old times. 

Mr. Stanley will be 83 in Sep- 
tember. He puts in a full day and 
hasn’t missed in the last two years. 
When he goes on a call, he sells 
merchandise—not price. 


industry ex- 
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B. H. Lieberman, Illuminating Electric, talking fast and Dave Dobkin, Dobkin Electric, turns the old charm on 
seriously, while Reynold Smith of Economy Fuse, peeks attractive Miss Moff, secretary to Riley DeLano, of 
at the camera Westinghouse Supply 
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Just a big laugh to Joe Kopp, General Cable: W. L. Johnson, Dipping into the consomme aux pates d'Italie are C. E. 
Crouse-Hinds; E. A. Hakanson, Appleton Electric: a gentle- Johnson, Curtis; A. J. McGivern. Wholesalers Assn.; Sol 
man from Kwikon, and Herb J]. Privat of the Metropolitan Mandel, Metropolitan Electric: Percy W. Greene, Middle 

Electric Supply Co. States Electric, and Fred S. Kinsey, Westinghouse Lamps 
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Heading for the food are Harry Hostield, Dwight E. Worrell of Quadrangle, and A. D. Bernstein, Amber Electric; Sam 
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Moe-Bridges: Charles Wieck and M. J]. Van N. Marker of Revere Electric, take 


Kaplan, Kaplan Electric, and Art Anixter 
McNamee of Chicago Electrical Supply a look at the birdie 


of Englewood, hold a huddle 
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Down the hatch goes Chicago 


wholesaler dinner on February 24 


Flash! And thus George Benton, the Chicago Electrical 
News, snares a picture of Sol Mandel, Metropolitan 
Electrical Supply 


HICAGO 


i 
| 





The knights of this table are R. D. Duthie, Westinghouse Busy watching the girlies do a rum-a-tum-tum are Walter 
Electric: C. C. Witting, Quadrangle; James Gleason and Hoagland, Bill Weiss, John Gleason, all of Graybar; Sam 
Robert Kempton, Gleason Sales; Clyde Foster, Bryant; Al Todd, a Chicago electrical inspector, and Axel Kahn, General 
Sable, Milton Reiman and L. W. Shaw, of Hyland Electric Electric Supply 








Nothing like a good meal say L. P. Ben P. George, Electrical Credit Associa- Diverse moods by George Holly, Youngs- 
Kingsley, Anaconda; W. McGuineas, Con- tion, has a word with Percy W. Greene town; Felix Van Cleef, Van Cleef Bros.; 
tractors’ Assn., and H. N. Otis, Anaconda of Middle States Electric Ed Rhodes and Art Warner, Youngstown 


































“YOU'LL 
LEARN!” 


ne managers and salesmen are curious critters. I found this 
out myself. It was back in 1903 when a big company hired me to 
sell lead pipe, traps and bends to plumbers. 

“Before I leave,” I said, “I'd like to get a little dope on how it’s 
made and where it’s used and why it’s good.” 

“Don’t worry about that,” the sales manager answered. His name 
was Hazard. “Just take your prices and make calls. You'll learn.” 

So I started. And I learned. But I never have forgotten what a 
damn fool thing it is to let salesmen wander around half trained. 

God knows how much of the United Lead Company’s money | 
wasted, because Hazard would not bother to prepare me for my 
work. I asked the plumbers dumb questions. I mooned around their 
shops. And I came back from my trial trip with some orders, only 
1 because I made a slight mistake and sold “14D” too cheap. 
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HE point that so many seem to forget is that, when you send a 
salesman out, you deliver into his hands part of your market. 
Your orders, your profits, your good name and your future are at 
stake. Yet out they go, year after year, virtually unskilled, left to 
| By educate themselves at the expense of the customers. 
Some of these victims triumph by the grace of God. Our industry 
Earl Whitehorne jg full of them. The others fail and the salesmanager says—‘He’s no 
good.” No good, Hell! These men are a living indictment of bad 
management—their own and their bosses. 





LECTRICAL wholesale houses have just four assets—money, 

merchandise, employees and customers. They keep the money 

in a bank and check every dollar. They maintain strict inventory 

control. The employees punch clocks. But the customers can’t be 

| controlled. They buy only if they want to. And if they do not, 

stock dies, money runs away, employees are out and the jig is up. 

Without good selling no wholesaler can stay in business. So the 

greatest asset of the house is the sales staff. And so the greatest 

responsibility of management is to keep the selling men efficient, 
active and enthusiastic. 

It seems to me, therefore, that more thought, time and pains 
should be given to the education, guidance, support, stimulation and 
development of individual salesmen. It is the most vital function 
of the business. Also, the salesman’s first duty is to eagerly improve 
himself and make the most of the help that is offered him. Other- 
wise, he should not be calling on customers. 
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H. F. Reichardt, 





TWO-MASTED schooner dropped 
A anchor in Galveston one morn- 
ing in 1860, and a young Ger 
man stepped ashore. He soon threaded 
his way sixty miles inland to the vil 
lage of Houston. The chill winds of 
disunion were blowing, and before he 
realized it Wilhelm M. Reichardt 
had shouldered a musket and was 
striding away, in Confederate gray, 
to the sharp rattle of drum and fife. 
(sod knows why he did it for it was 
not his fight. 

So the Reichardt family became 
part of the warp and woof of Hous- 
ton and of Texas, right from the 
start. The son, H. F. Reichardt, was 
born January 6, 1890. As a toddler 
he roamed about the village, played 
under the awnings that sheltered the 
citizens from the Texas sun, Soon 
H. F. had a job, helping out in his 
father’s feed business. 

Then the young bookkeeper—for 
such he became—picked up a_ job 
with the old Empire Electric Sup- 
ply Company. He didn’t know a 
receptacle from a fuse plug, but he 
plunged into the work and helped rig 
up the catalog. Bit by bit he learned. 

Finally May 2, 1932, at the depth 
of the depression—he started the 


Houston Wholesaler 
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Reichardt Electric Company. Busi- 
ness had hit bottom. The only way 
was up. They were in the red for 
ten months, but the basic idea was 
good, and they went ahead. 

The basic idea was that there was 
business for a sound, independent job- 
bing line in Houston. But Reich- 
hardt had seen enough to realize that 
unwise buying, obsolete stock, bad 
risks and unreasonable overhead were 
the nemesis of the jobbing business. 

When the curtain was run up on 
the new firm, 6,000 square feet of 
space were in use. Soon the footage 
grew to 16,000, and fifteen men are 
now kept busy. The firm reaches out 
about 150 miles from Houston and 
contacts some 500 accounts. 

“What the trade likes in dealing 
with an independent local jobber is 
the fact there is no fussing or fiddling 
around,” Reichardt says. ““The man 
who answers the telephone can call 
off an order and give prices without 
any hemming and hawing. The real 
advantage that an independent enjoys 
is the fact that it can turn on a 
dime.” 

Never has H. F. forgotten the 
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MEN YOU 


SHOULD KNOW 
———$ 


REICHARDT 





OF HOUSTON 


A Business Built on Three 


Common Sense Rules 


days when he was a bookkeeper. As 
a result he prides himself on_ his 
ability to pass on credits. He looks 
with pride on the fact that the aggre 
gate total of accounts is less than 
thirty days’ standing. 

Several factors go to make up a 


man’s credit position, with Reich 
hardt. First, there is his financial 
strength, based on what he has, and 
the way the books show he has per- 
formed. Next there is the element of 
character, and a man generally runs 
true to his family. Here is where 
the long established Reichardt ac 
quaintance with Houston _ people 
comes in. Last of all, is the man’s 
knowledge of his business. A good 
workman can be depended on _ far 
more than a novice. 

These are the common sense rules 
on which Reichardt has built up 
his business. And when the sun’s 
long shadows down on Wood Street 
tell him it is time to go home, he 
goes. For he believes in living as 
well as working. He does a lot of 


bowling—and he runs a score from 





175 to 180. He won a gold watch in 
a tournament one time. Also he does 
a bit of shooting now and then— 
and H. F. Jr., now 22, goes along. 
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A lot of things 
to make at 


In the first place, it takes a good cook. But beyond 





that—flour, ’n sugar, ’n eggs and a great lot of other 
things have to be ready and waiting ...So in the whole- 
sale selling of wires and cables, it takes variety of 
product as well as good salesmanship to bake a 
cake. You can’t do it all on Code wire. Which is 
why you should be lined up with General Cable— 
the line that has everything. You can serve your 
trade, quote and sell more readily from one all- 


inclusive source of supply. 





The General Cable Sales Offices are organized as an instrument of jobber cooperation. 
Are you ready to take advantage? Sales Offices located at Atlanta, Boston, Buffalo, Chicago, 
Cleveland, Dallas, Detroit, Los Angeles, New York, Philadelphia, Pittsburgh, Re me(N.Y.), 
St. Louis, San Francisco, Seattle, Washington (D. C.). 
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SALES THROUGH ESTABLISHED 
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THE LINE THAT HAS 
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By Emory L. Puckett, 


City Electric Co., 
Syracuse, N.Y. 


N a red hot day last August, 
one ot my contractor customers 

came rushing into our place. 
“Grab all the fixture catalogs you 
have and yelled. 
“I've got a big fixture and lighting 


come along.” he 
job. You can help me out.” 

After quieting him down, I found 
that his prospect occupied all four 
floors of one of the downtown ofhce 
buildings. I this outfit. They 
had moved into our city about a year 
At that 


changes in the whole building and 


knew 


previous. time they made 
purchased their lighting fixtures from 
some unknown source. It didn't look 
very promising but I went along 

When we got to the Office Man 
ager, the contractor introduced me as 
his distributor, representing several 
large manufacturers of lighting fix- 
tures. He also said I had lots of light- 
ing experience and that if a change 
was to be made we could help them. 

Mr. Manager said right away that 
they wanted better lighting but hadn't 
seen anything they liked that would 
warrant the expense of changing. He 
said, “You fellows can see we have 
about ten samples here now, and 
there isn’t much improvement.” 

That sort of put us up a tree. Sev- 
eral of the samples already installed 
were as good as anything I could 
show him. So, without showing him 
a catalog, photographs or anything | 
told Mr. Manager that I would like 
to have a week to work on it. 

“I’ve been looking at so many 
damn fixtures that I’m sick and tired 
of them,” he said. But he finally con- 
sented to give me a chance. 

Before the week was up I was back 


20 


SHAKE OUT 


YOUR SLEEVE 


When samples fail—what then? This salesman 


taps Nela Park and pops another ace 


again with suggestions received from 
six or eight manufacturers. But this 
wasn't good enough! I pretty neat 
got thrown out ot the office. All my 
efforts were shot and the job looked 
hopeless. Then came the break. 
One Monday 
a telegram that I had won in a lamp 
campaign and was to go to Nela Park 


morning I received 


that night. It gave me an ace up my 
sleeve. I would play up the trip to 
sell this job. So while there, for three 
days I kept looking for a fixture that 
would answer my problem and finally 
found it. 

As soon as I got back I phoned 
Mr. Manager that I had not given 
up on his problem. In fact I had 
made a trip to Cleveland to lighting 
headquarters to solve it. He was sur 
prised that I take so much 
trouble over him after he had just 
about kicked me out of his office. 
Anyhow, would be 
around with samples in a few days, 
he told me to come ahead. So I wired 


would 
when I said | 


the factory to express three different 
samples and to send along a catalog 
and prices. 
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Emory L. Puckett 


Che contractor and I then went to 
see the Manager. And I shook out my 
ace. He liked the looks of the fix 
tures. “But would they do the job?” 
Nothing like an installation to prove 

After that, the man 
them all the better and 
told us to order a certain model be 
fore he got the price! The contract 
was signed the next day. 


the point. 
ager liked 





Puckett is 
April’s Nimrod 


This story wins a $25 Prize! Old 
Man Nimrod was a mighty hunter 
before the Lord. The Good Book 
says so. Well, so is Puckett. 


Are you a Nimrod? 


lf so, write us a letter. It's a 
Contest! Write us 500 to 1000 
words—how you sold a hard one 
—how you nailed him with a new 
idea. 
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Send in your letter with a good 


snapshot of yourself. The best 
letter each month gets $25. We 
pay $5, too, for others that we 
print. 
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—and so atrend is born 


UST as a pebble dropped in a pool 

sets in motion waves which sweep to 
either shore ... so the seemingly most 
trivial circumstances can create new de- 
mands which in ever-widening circles sweep 
the country. The only way to prestige and 
profit is to catch these trends in the making 
and ride with them to success. 

It is typical of Cutler-Hammer Engineer- 
ing Leadership in the field of Service 
Control, that Cutler-Hammer is ever 
studying the changing needs of consuming 


cA COMPANY \ 


REFLECT 


public, of local utility, of electrical con- 
tractor and wholesaler, and with that 
awareness of changed demands goes the 
engineering ability, resourcefulness, expe- 
rience and knowledge that knows when to 
change, how to change, what to change. 
And so, Cutler-Hammer Service Control 
continues to win the preference of all men 
connected with the domestic consumption 
of electricity. CUTLER-HAMMER, Inc., Pio- 
neer Manufacturers of Electric Control Ap- 
paratus, 1327 St. Paul Ave., Milwaukee, Wis. 
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mY) )! BOSTON 
‘ | Steel and Tubes inc 4 “What do you think of it?” asks M. B 


- 
Kectnuat> Sleetl Steele, Steel & Tubes, of WwW. A. Tripp 

co Stone & Webster Engineering. 
Howard E, Barnes, Stoltz Electric Works; 
William Berry, Wetmore-Savage, and 
Emile Tsolas, Coolidge Electric Co., go 
BP into a huddle, while D. F. Collier, Wet 
9 > more-Savage, and C. A. Webster, West 

inghouse, do an eyes front. 

All dressed up are Arthur J. Hurley, chairman of 
the show; William F. Taylor, Allis‘Chalmers and Sir ia’ ; — ae a & ‘-: 

Thomas Carens, Boston Edison Co. se 


Charlie White, treasurer of the show and manu- 

facturers’ agent when he’s not treasuring, get 

together with C. N. Nickerson and E. L. Wishart, 
both of Massachusetts Gas & Light Supply. 
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; Po > . (Right) They’re all with Colt Patent Fire 

Arms. L. H. McClure, Frank Garner and 
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G. E, MacMannus. # 4 , 
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(Below) Big Crowd! Big Time! J. Ross, 
J. J. Reddington, L. Newton, and W. 
Hughes, all contractors; Robert Murphy, 
Wiremold; Edward Rigby. Wiremold; 7 i = 
and Edward Egavian, Royal Electric ; 7 
3 
* 





Supply, Providence. 


It's a lot of fun for Robert A. Hawks, Wheeler . 

Reflector: Pearce B. Johnson, Ballou, Johnson & i i : i” 

Nichols, Providence: Hugh Carroll, contractor; and - ~ 
William O'Neill, wire inspector. 


H. C. MacDonald, U. S. Rubber; E. L. Fosburgh, 

Public Service of New Hampshire; B. Sprague, Lynn 

Gas & Electric and S. J]. King, Sangamo, make a 
good audience. For whom? 
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“. (Right) “How about it?” And flasho! we 

= present L. L. Brastow, Trumbull; E. Val 


Wetmore, Wetmore-Savage; and J. S. 
a Ingebretson, Trumbull. 
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Frank Sibley, Bussmann, was giving a 
sales story to a couple of prospects @ _ > 
when the flash surprised him. = met . » 


, a | 


Frank Connelly of Allen-Bradley, and ; : 
his exhibit, are kept busy by some visit- _— 
ing engineers. 









Dick Osgood, Okonite, is giving the cold dope to 
Al Colombo, Federal Electric Products, while Julius 
Derse, Okonite, cocks his ear. 


=a . = 
APPAR TROUN, 
i Don’t worry, that's no gun Eddie Ronner is pointing 


at Gran White. Their boss, N. J]. MacDonald, gets 
a chuckle out of it. Yes, they're with T&B. 


THE THOMAS & BETTS] 


BUZABETHNJS EDWRRON| 








BIG BUSINESS 


‘ROUSE-HINDS 


SYRACUSE 





Crouse Hinds, discuss a few prospects 
ee they have met at the show. 


COM PAN\ ~ (Lett) R. F. Kidwell and C. H. Gurney of 











(Below) William Reese, of Cutler-Ham- 
mer; George Sundstrom, of Wiremold; 
and William Ross, of Ross Sales, get into 
a short conference, as the camera goes 


to work. What is it? Harold Parks, Appleton: Lou Robin- 


son, Wheeler; Lou Hopper, Bulldog: Harld Heil, 
Chase Brass, and Bob Stanley, Holophane. 


Max Gruber, Gruber Bros., sans cigarette or lamp 
guard. “Them that have” are Jim Edmonds, Daniel 
Woodhead Co., Bill Blackwell, Public Service of 
N. J.. and Herman Dejadon, Daniel Woodhead Co. 
DARIEL WOODMEAD (Ok 


MERMAN DE_jan 


‘ie 








(Left) Elliott Ranney, Benjamin, and J. W. 
Sheer, Westinghouse, talk over some 
lighting problems. 





WIRE 
OES MODERN 


Wire is now marked so anyone can see at a glance 


its size, type and carrying capacity 


UGAR is sugar and flour is flour, 

alike in any grocery store. It has 
been the same with wire in the elec- 
trical industry. Many manufacturers, 
many sizes, and except for the wrap- 
ping or the label on the reel, no dis- 
tinction between any of it. It might 
be anybody’s product, and it takes a 
trained eye to guess the gauge. And 
now wire goes modern. 

Of course there has been progress. 
Insulation has been improved. New 
ideas have come in packaging. Not 
long ago there was a big step forward 
in the development of a flame retard- 
ing, moisture resisting, easier pulling 
finish that some eighteen manufac- 
turers, including the tops, have been 
marketing under the 
brand. But most of these changes 


“‘Safecote’ 


have been technical improvements in 
quality. They have not made wire 
noticeably easier for the wholesaler 
to sell or for the contractor and plant 
electrician to identify and use. 

Now all of a sudden the wire 
manufacturers step out with a mer- 
chandising idea. It is the biggest news 
on wire that has come down the line. 

In a word, they are now marking 
on the outer coating of the wire the 
manufacturer's name, the brand, the 
voltage, the gauge, and the type of 
insulation. On a coil of No. 14 wire, 
for example, it may read—‘‘National 
—Safecote—R—600—14.” The R, 
of course, indicates rubber covered. 
The brand is repeated in red every 
two feet along the wire. 

This is not a new idea or a sudden 
inspiration. The electrical inspectors 
have been asking for it a long while. 
The manufacturers have been work- 
ing on it for seven years. But simple 
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as it sounds, it has been a tough prob- 
lem to devise an inexpensive method 
of marking wire as it passes at high 
speed through the final process of 
production. It has been hard to make 
the marking stick—to keep it from 
fading out due to the action of chem- 
icals in the coating. But they have 
licked all these troubles, and are now 
branding wire successfully at no 
added expense save the cost of the 
ink. It will not increase the price. 

But out of this simple device of 
marking and measuring wire several 
important things are automatically 
going to happen.— 


1. The wholesaler will make fewer 
mistakes, shipping the wrong size of 
wire. 

. The contractor will avoid errors in 

issuing wire from his stock room. 
No dishonest person can substitute 
a smaller size in selling wire. 
By simply counting the brands, wire 
can be pulled right out of the carton 
and measured as it is coiled over the 
arm, without a measuring reel. 

. Odd lengths of any wire can be iden- 
tified and measured without meter- 
ing. 

The architect, when he inspects a 
building, can tell that the wire he 
specified is being installed. 

. The inspector can check at any point 
what size of wire was run in any 
open circuit, any main. 

. Power companies, electric railways, 
industrial plants will find it a great 
help in the stock room and on the 
job. 

. Right down the line, it will reduce 

waste of wire and loss of time. 
It satisfies a long standing complaint 
on the part of the Government, that 
it has been too easy to cheat on wire. 
It puts in the hands of every sales- 
man and every installer a clearly 
branded product, that can be recom- 
mended and identified both for qual- 
ity, type, and size. 


So wire becomes packaged 
chandise, marked and 


mer- 
measured— 


You get all the facts, every two feet 


plain for any man to see. National 
Electric Products Corporation devel- 
oped the branding machine and _ is 
licensing other manufacturers to use 
it. For five months this company has 
been producing only marked and 
measured wire, and putting it into 
factory stock. Wholesalers have been 
notified and will clear their houses 
of the old wire and replace it with 
the new as soon as possible. 
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with the New No.2 Standard 
Cott-Noark Meter Troughs 


Right or left . . . one meter or a hundred .. . it’s all the same when you're installing 
the new Colt-Noark No. 2 Troughs. They’re marked by their versatility and adaptability to 
almost any set-up that requires use of troughs. Built for quick and efficient installation . . . 
horizontal type for both indoors and outdoors. Vertical type for outdoor service only. 


FEATURING NEW TYPE METER DISCONNECT 


A feature of these new No. 2 Troughs is the new and An 
= ingenious meter disconnect. The sketches at the right \ 
wn os show the new mechanism both closed and opened. 
] a iN Quick and easy to operate . . . simple in design. . 
\ positive in operation. Supplied in all of the new No. 2 
Colt Standard Troughs. 
a, 


Fe | VERTICAL AND HORIZONTAL 
_ . « INDOOR AND OUTDOOR 


The indoor types are furnished for horizontal mounting, 
using one to four meters. By the use of coupling 
straps, indoor troughs may be assembled to include any 
- ' number of meter locations . .-. adding either to the F 
gah right or the left. Outdoor types are supplied for hori- = 
zontal mounting, using two, three or four meters. In ~~» S) 
the outdoor vertical type, troughs accommodate from one 1 Se) 
\ to four meters. All have ample wiring room . . 4 —y 
7: WA : BA Fi plenty of knockouts and are ruggedly built. They save ell Sal 
installation time and require a minimum of space. == 


re 


Indoor troughs furnished in sheet steel, baked aluminum finish - - - 
or in sheet aluminum, natural finish. Outdoor troughs furnished in 
galvannealed steel, baked aluminum finish . . . or in sheet aluminum, 
natural finish. 


COLT’S PATENT FIRE ARMS MFG. CO. _ Electrical Division HARTFORD, CONN. 


100 Years of Manu- Boston 
facturing Experience - New York 


is beck of every Colt 


Built Product 


Chicago 


SWITCHES INDUSTRIAL CONTROL EQUIPMENT FUSES en 
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A Complete Line of 
ELECTRICAL 


WIRES and GABLES 


Stoched and Distributed ly 
UNITED STATES RUBBER PRODUCTS, Inc. 


ATLANTA DETROIT PHILADELPHIA 
BALTIMORE HOUSTON PITTSBURGH 
BIRMINGHAM INDIANAPOLIS PORTLAND 
BOSTON KANSAS CITY ST. LOUIS 
BUFFALO LOS ANGELES SALT LAKE CITY 
CHICAGO MILWAUKEE SAN FRANCISCO 
CINCINNATI MINNEAPOLIS SEATTLE 
CLEVELAND NEW ORLEANS SPOKANE 
DALLAS NEW YORK SYRACUSE 
DENVER OMAHA TULSA 





Tune in on C.B.S. Wednesday evenings for the U. S. Royal 
Master Tire program with Ben Bernie and an all star 
cast. 


MANUFACTURERS OF ELECTRICAL | 
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/ IS ONLY AS GOOD AS ITS 


INSULATION 
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United States Rubber Company 
zz — « 


United States Rubber Products, Inc., New York, N. Y. 


| WIRES and CABLES "Sre-smewo ame 






























COOLAS A 
DOGS NOSE 
BOSS. ITS THAT 
ONE-PIECE 
COPPER THAT 


YOU SAID IT JOE. 
NOTHING BUT 
WESTINGHOUSE FOR 
ME FROM NOW ON 
AND THEY'VE SURE 
LICKE D BEADED 
CONTACTS WITH 
THOSE DIAMOND 
POINTED JAWS, 


pusunnntniniert 


The exclusive West- 
inghouse diamond 
pointed jaw confines 
the bead to sections 
outside the contact 
area, sections which 
do not normally 
carry current. 


SIMPLICITY IN SAFETY SWITCH DESIGN 
MEANS LESS HEATING 


One-piece copper parts in areas... the ‘“De-ion” feature 


Westinghouse Safety Switches on all Westinghouse 575 and 


assure cool operation at all 600-volt switches quenches de- 


times — there can be no heat- structive arcs almost instantly. 


ing from loose connections. 


And years of trouble-free All commercial types and 


service are assured by these ratings. Call your local: 


added Westinghouse features: 
Diamond pointed jaws and ex- 
tended blades confine beading 
to points outside the contact 


Electrical Wholesaler 
Motor Dealer 
Industrial Agent 
Electrical Contractor 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 


J-20518 
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ACH country salesman for the 
Westinghouse Electric Supply 
Co. in Seattle, Wash., gets a crack 
at this merchandise display trailer in 
turn. He has it for a period of one 
to three weeks, depending on the tet 
ritory. And do they like it! 
Already the 
increased business out through the 
settled 


reaches places where adequate cover 


trailer has brought 


more sparsely regions. It 
age can be obtained in no other way. 
It takes the merchandise to the door 
of the small dealer’s store and dis 
plays it in quantities and in a man 
ner that he could never hope to 
equal with his small means. 

This rig consists of a standard 
$1,200 job, 
Westinghouse air 
It is drawn by a Plymouth 


trailer car, about a 
equipped = with 
brakes. 
sedan, having a suitablec oupling. It 
will maintain a 40-mile speed when 
fully loaded, 
5,000 pounds. 


The trailer is 19 feet long and 


which means about 


among the special equipment features 
is a loud-speaking system through 
which the salesman can speak from 
the car while it is traveling, if he 
wants to. ‘here is an indirect light 


ing system for the trailer supplied 
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“MY TURN AT THE TRAILER" 





Country salesmen of Wesco, Seattle, roll up to their deal- 


ers’ stores with this display room. 


They are selling more 


appliances — making more money ! 


from a generator and battery system 
on the trailer so that there is no 
drag on the car battery. ‘There are 
12 utility outlets inside, and an out- 
side plug provides means for connect 
ing to the lighting circuit 
through a cable while the trailer is 
set for a demonstration. 

‘There are removable shelves for 


store 


small appliances, and a settee and 


WESTINGHOL SE ELECTRIC 





collapsible table at one end where 
orders may be written. ‘The floor 
is covered with inlaid linoleum with 
special cleats for anchoring six re 
trigerators. 

This trailer is never 
with a general line. Each trip is a 
special drive on something—small ap 
pliances, refrigerators, washers, or 
something else. 


taken out 


SUPPLY CO, 


Each man gets it for a period of one to 
three weeks, depending on his territory. 











OR better tor 


or depression, thousands of young 


Ol worse, recession 


k 
folks will soon be stepping down the 
aisle. No business recession will stop 
them. And they will all be receiving 
gifts. We hope they like them. Our 
job is to get plenty of electrical appli 
ances among those presents. 
‘That can be accomplished only 
interesting their friends and relatives 


in electrical gifts and the wholesale: 


by 


has a part to play in this educational 


program. Every wholesaler’s sales 
man should help because he knows 


that no appliance is sold until it goes 
out the retailers’ door. Ross Abbott, 
sells for Electric of 
Chicago, works that way. 


who Revere 
He's one 
of the top-notchers at 


makers. 


selling coftee 
He puts on demonstrations 
trom one end of his territory 
other, 


to the 


Bill Gregory, who travels in the 


southwest, works the same way. He 
makes money. If he is selling a 
toaster he makes toast. If he is 
plugging waffle irons, he mixes up 
some batter and goes to work. He 
shows the retailers how to sell. And 
in turn they don’t forget the lines 





A big season for small appliances 
while the wedding bells ring out! 


Bill is selling 
lines. His plan 
On page 

list covering 


=e 
$5 


: rills, roasters 


il 


rd 


will 


IS 


they 


ang Galloway 


push those 


work anywhere. 


a salesman’s check 


toasters, 


\V aflle 
Each of 


and ( ookers. 


these appliances makes 


s useful 


the 


Veal 


woman, whether 


around. 


Irons, 


a gift 


and 


Every 


a newlywed Or cele 


brating her Golden Anniversary, will 


find them convenient and practical. 


% hese 
cold. 
they want, 
figures 


and 


sales 


Too. 


housewives still 


‘There 


have 


on 


to 


be 
are lots of other things 
‘The 


points, 


following 
these 


appliances, covered in this check list, 


are 


worth 


Bread 


1.563.500 


ot 


In pric 


efficient. 


coming 


$9,818.77 
has been vz 


sl 


Ss 


better 
‘The 


along. 


reviewing. 


T oasters 


were sold at 
‘The 
istly improved. 
looking 
automatics 
‘They 


because burning is eliminated. 


yeal 


a retail value 


“turnover” 


type 


It is low er 


and 
are 


save 


more 


really 


bread 


They 


SALES FOR THE LAST TEN YEARS 





also save on the electric bill, because 


when toast is done, heat is auto- 
matically reduced. 

Sandwich Toasters —I\n 1937, 
the electrical industry did a big job 
on these. Sales reached 502,000 units 
as compared to 470,000 in °36, Last 
vear the retail sales figure hit $2,- 
413,920. That’s because 
toasters come in handy for making 
lunches for the kids and quick snacks 


after card games or parties. Opened 


sandwich 


up, they make first class grills. Some 
have removable grids, so can be con- 
verted into waffle irons. 
Roasters—Here’s an appliance to 
It’s coming fast. 
100,000—the 
225,000 went into consum- 


keep your eye on. 
In °35, sales reached 
next vear, 
hands and in 1937, the figure 


Roast 


ers cook an entire meal to perfection 


ers’ 
was stepped up to 250,000. 
attention. ‘lurn it and 


without on 


automatic controls do the rest. 
Grills Hotplates These 
howed a good increase in 1937 over 
Last year 512,000 sold 
476,000 the previous year. 


Grills or hot plates are practical, be- 


or 
"36. were 
against 
cause they are convenient, compact 
and save time and energy. 


Not 


in the big volume class, but they seem 


Cookers and Casseroles 


to be staging a comeback. Last year 


30,000 were sold, as compared to 
25,000 in °36. “They are convenient 
for summer; economical because one 
hot dish can be cooked without the 


ot 


No danger of food burning or drying 


necessity heating up the range. 
out. Handy to take on picnics because 
they keep a meal warm for hours. 
Waffle lIrons—The sale in °37 
dipped to 770,000. In 1936, 810,000 
‘The bad, 


the automatics 


picture isn’t 
of 
increased even though higher priced. 


were sold. 


though, for sale 

Indicators tell when waffles are done, 

thereby eliminating all guess work. 
Roll Dig out the 


sample cases—Tune up for June! 


out the ideas. 









TOASTERS 
Bread 


TOASTER 
Sandwich 


RETAIL NO. 


SOLD 


YEAR 








RETAIL 
VALUE 


Ss 





1928 . 1,400,000 $7,763,000 Not Available 718 
1929. 1,540 000 8 531,000 Not Available 768 
1930. . 1,263,000 6 946 500 Not Available 683 
1931. . 1,281,700 5.126 000 Not Available 652 
1932 960 000 3,100 009 Not Available 458 
1933 952.500 5.715 ,000 Not Available 447 
1934.. 1.783 673 8,740,000 407,500 $1,426,250 634 
1935. 1,886 088 9.788 ,000 440.100 1,760,000 772 
1936.. 1,800,540 10,459,397 470 ,000 2,250,000 810 
1937. . 1,563,500 9,818,775 502 000 2,413 ,920 770 















NO. 
SOLD 


wn 
orm co 


WAFFLE IRONS 


RETAIL 


2fawwn- 


VALUE 





N 


GRILLS or 
HOT PLATES 


Oo. 












RETAIL 


VALUE 
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COOKERS 
CASSEROLES 
and ROASTERS 


TOTALS 





NO. 
SOLD 


RETAIL NO. 
VALUE 


RETAIL 
VALUE 


100,000 | $1,000,000 2,564,000 | $19,385,000 
150 ,000 1,125,000 2.805 000 18,248 ,000 
145 ,000 985 ,000 2,362,160 14,657 ,030 
72,000 489 ,600 2,541,166 11,028,100 
51,000 283 760 1,742,840 5 883 ,760 
35 000 313,250 1,827 ,335 8 806 032 
40 ,000 287 ,500 3,259 910 14,513,750 
150 ,000 1,800 ,000 3,681,767 18,121,000 
250 ,000 4,700 000 3,806 ,540 22 983 ,397 
280 ,000 6,240 ,000 3,627 500 23 ,858 695 





28,218,218 $157,484,764 














, ‘HEY used to say of David Bel- 

asco that if he put an ash can 
on the stage it was probably full of 
That 


aggeration—but a perfect 


ashes. was probably an ex- 
reflection 
ot Belasco’s passion for realism which 
was one of the things that helped 
establish him as America’s greatest 
producer of shows. 

Real people—real conversations— 
real places—give first, attention, and 
authenticity. <A 
ample, in reverse, was Gene Tunney 


second, good ex- 


~a forthright young boxer who 
never was popular with the fans be- 
cause he lacked the atmosphere of a 
“real fighter.” 
have read 
proved that he ever read a book—but 


He was alleged to 
books. No one ever 


he couldn’t disprove it. 

Load your selling and dealer dis- 
plays with realisn—and atmosphere. 
Follow the example of the Pepsodent 
display which says “teeth like pearls” 
and then shows an actual strand of 
In an earlier story we told 
of a dealer who put five onions in a 


pearls. 


window—thus adding realism to his 
claim that a woman could own a 
radio for less than the cost of a few 
vegetables per day. 

Smart merchants put realism into 
sales contests. A dealer that was 
running a “quota busters” contest let 
break 


glass with a hammer. 


a salesman a huge pane of 
On the glass 
was a bullseye—in the center was 
painted the “Quota.” The 
manager “Here’s what 
we're going to do to that quota’’— 
and bang!—the 
hammer fly. 
Similarly in sales contests. 


word 
sales said, 


salesman let the 


Real- 
istic promotion of prizes makes men 
Elton MacDonald 
tells me of a time when he gave an 
electric clock to the wife of each 


yearn for them. 





SELLING 
WITH 
ATMOSPHERE 


By Zenn Kaufman 
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Showmanship in selling pays. Real money or clothes, thrown 
into a washer full of suds, creates atmosphere and sales 


salesman—told the men he’d take the 
clock back if they didn’t hit quota. 
They did! 

In Wichita, Kansas, the French 
Electric Co. used a realistic display 


of a “squinting doll” to sell new 
model lamps. They had two dolls 
in the window—one reading by 


means of the new lamp and the other 
reading by the light of a kerosene 
lamp. Naturally, the doll reading 
under the kerosene lamp did all the 
squinting while the other one looked 
the picture of contentment. 

Gilbert A. Noonan of Portland, 
Oregon, was showing a customer a 
range which for some reason he was 
able to offer at $25 below the regu- 
When the 


plained that she wanted to wait a 


lar price. woman ex- 


tew days before deciding Noonan 
slowly dropped two 10 and one 5 
dollar bill on the floor. Gilbert then 
“There’s $25 on the 


If it were on the street and 


said quietly, 
floor. 
you saw it you wouldn’t say, “There’s 
$25, I’d better come back and pick 


tomorrow, would you?’— 


it up 


bought the machine. 
(Noonan is with the Jennings Fur- 
niture Co. and holds the distinction 
of selling 175 electric ranges in 6 
weeks). 

Just so, George De Nike of Nat'l. 
Union Radio Tube Co. tells how the 


same principle was applied in sell- 


The woman 


ing to retail stores by the whole- 
saler’s salesman who, walking into 
the store, would throw a few nickels 
behind the counter and say to the 
retailer, “Every time you sell that 
other tube throwing 
15c.”” Thus realistically dramatizing 
a price factor. 


you re away 


The Easy House Keeping Shop in 
Denver, allows its customers to set 
their monthly payments for washers 
at exactly the amount their laundry 
This 


realistic 


bill would have amounted to. 
method of payment makes 
the economy claims for the washer. 

Remember—a man_ standing on 
the corner can’t sell a real dollar bill 
for 85c. Because he 
realism. ‘lake the hint and give 


challenges 


your products a setting. 


WITH THE APPLIANCE PEOPLE 


Wesco, Baltimore, 
Outlines ‘38 Refrigeration 


About 225 dealers and salesmen at- 
tended a meeting in Baltimore on Feb- 
ruary 8 staged by Westinghouse Sup- 
ply. The 1938 refrigerator sales cam- 
paign was outlined. Speakers included 
Elmer M. Binns, J. H. Lide, Jesse 
Ridgeway, S. W. Sorrenson and G. J. 


Hoelfiick. 


New Jersey Radio 
Takes DeWald Line 


The New Jersey Radio Distribut- 
ing Co., Newark, has been named dis- 
tributor of DeWald radios in Newark 
and vicinity by Pierce-Airo, Inc. This 
distributor will work the line exclu- 
sively, has set up a complete servicing 
department. 


Kelvinator Adds Outlets 
For Commercial Lines 


The following distributors have been 
granted commercial franchises by Kel- 
vinator: Frank Coal Co., Nashville; 
Electric Refrigerator Sales Co., Alex- 
andria, La.; Barry Hdwe. Co., Clovis, 
N. Mex.; The Bridges-Wilson Corp., 
Boston; J. P. Bell Co., Lynchburg, Va. ; 
Electric Appliance Sales Co., Paducah; 
Ky.; Underwood & Wellman, Salinas, 
Cal.; Mickel-Hopkins Co., 
N. C.; M. J. Blons & Co., Chicas 
John H. Ewinger & Son Distrib. 
Surlington, lowa. 

J. H. Nilles Home Appliances, Aurora, 
Ill.; Refrigeration Products Corp., Los 


Angeles; Koldtemp,  Inc., 


Greensboro, 


Ce. 


Jamaica, 


APPLIANCE MAN is Leonard Saltz- 
man of the Germantown Electric Supply 
Co., Philadelphia. Len has been with 
the firm for the past year, working in 
the appliance room. He is about to join 
that band of merry men who get out in 
the territory with an order book and a 
car packed with samples. 
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N. Y.; West Texas Appl. Co., Midland, 
Tex.; Binghamton Ref. Eng., Bing- 
hampton, N. Y.; Brown Bros. & Co., 
Caribou, Me.; Charles A. Merritt & 
Son, San Jose, Cal.; Kelso and Fitton 
Co., Long Beach, Cal. 


Thompson-Holmes 
Handling Stewart-Warner 


The Thompson-Holmes Co., San 
Francisco, has been appointed distribu- 
tors in northern California for 
Stewart-Warner refrigerators and re- 
ceiving sets. The lines were formerly 
handled by Moore Electric Supply Co. 


Norge Starts 
Training School 


distributors and dealers in 
training retail salesmen Norge is start- 
ing an Educational Division. E. R. 
Lovegren, formerly district manager at 
Chicago, is head of the division. Wil- 
liam B. Burruss of New York has been 
retained as special sales consultant. 
Training meetings are now on in Water- 
loo, Des Moines, Birmingham, Atlanta, 
Jacksonville, Miami, New Orleans, 
Houston, San Antonio, Dallas, Okla- 
homa City, Little Rock and Memphis. 


To assist 


Cross Distributing 
For Gibson Refrigerator 


The Wholesale Corp., 1669 
Main St., Buffalo, has been appointed 
distributors in western New York and 
northern Pennsylvania for Gibson re- 
frigerators. Cross is a newly organized 
firm, with a sales staff well known in 
the territory. 

Lloyd W. Cross is president of the 
firm and Charles Liske, secretary and 
treasurer. Liske has long been iden- 
tified with the appliance business, both 
is a wholesaler and retailer. 


(ross 


Graybar, Buffalo, 
Sponsors Stromberg-Carlson 


More than 100 dealers attended a 
meeting sponsored by the Graybar house 
at Buffalo last month. The group was 
addressed by Lee McCanne, radio sales 
Stromberg-Carlson. K. L. 


did the introducing. 


manager of 


Thieldcher 


Portland Firms 
Take New Range Lines 


Introduction by 
and 
alignment of 
Portland 


Frigidaire of ranges 
has caused a 
appliance distribution in 


Seattle. Sunset 


water heaters re- 


and Electric 


Co., for many distributor for 
Frigidaire, has taken on the complete 
Frigidaire appliance line and has given 
up L & H Ranges. L & H has been 
taken on by Electrical Distributing, 
Inc., Portland, to be handled along with 
its other lines, including Leonard re- 
frigerators, Zenith radios, ABC washers 
and Sunbeam small appliances. 


years 


WINNAH! When the annual balloting 
of the radio division of the Cincinnati 
Electrical Association was all over, the 
judge raised Matt Williams’ arm and 
declared him president. Matt is with 
the Crosley Radio Corp. 


Latham Sells ‘Em 
On Land And Sea 


The refrigerator salesmen of E. B. 
Latham & Co.,, New York, aren't 
content to sell refrigerators only to 
the land lubbers. No sir! They get 
right on New York’s docks and tell 
the refrigerator story. As a_ result 
they have sold Leonard refrigerators 
to the French Line, Pan American 
Petroleum & Transport Co., Black Dia- 
mond Steamship Corp., Mexican Pet- 
roleum Transport Corp., Proctor & 
Gamble Transport Lines, America 
France Line and America-Republic 
Lines. 


Listenwalter and Gough 
Distributing For Gibson 


Listenwalter and Gough, Los Angeles, 
lost the Kelvinator line when a _ local 
factory branch was installed. They are 
taking on the Gibson line. Jack Jen- 
kins is busy schooling 20 salesmen in 
Gibson selling points. Harry Shane and 
A. A. Hilliar, who formerly specialized 
on commercial refrigeration, have 
been switched to Philco phones and 
amplifiers. 
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Motor Parts 
Takes Leonard 


‘The Motor Parts Co., Philadelphia, 
have been appointed distributors for 
Leonard refrigerators in southeastern 
Pennsylvania and southern New Jersey. 


N. Y. Dealers 
See Norge Plant 


Late in February, 80 dealers of the 
W. Bergman Co., Buffalo Norge dis- 
tributor, boarded a train headed for 
Muskegon, Mich. They were there for 
three days, guests of Howard Blood. 
Clifford Curtis, sales manager of Norge 
sales for Bergman, Edward Durkee, 
Charles Schwartz and Irving Meyers, 
headed the delegation. 


Dewey Heads 
Burner Institute 


Frank H. Dewey, general manager of 
the air conditioning division of Gar 
Wood Industries, Inc., was recently 
appointed president of the Oil Burner 


Institute. He succeeds Charles M. 
Lockwood of Rock Island, Ill., who 
resigned. 


Hurley And Brown 
Address Coast Gathering 


The highlight of the recent spring 
market held at the Western Furniture 
Exchange and Merchandise Mart was 
the radio and appliance trade dinner in 
the Mart’s dining room. Larry B. 
Quimby, chairman of the radio buyers 
advisory board was chairman. With 
him at the “king’s row’ were E. N. 
Hurley, Jr., president, Hurley Machine, 
and Harry Boyd Brown, merchandise 















































BIGGER JOBS for David S. Gray, left, and Stanley G. Fisher of Westinghouse 


at Manstield. 


Gray has been promoted to manager of water heater sales. 


Before the boost, he was range and water heater supervisor in the central 


division. 


months before his promotion. 
of the business. 


manager of Philco. Hurley talked on 
“How the Sale of Well Advertised 
Merchandise Assures Consistent Dealer 
Profits.” Brown’s talk was “Stepping- 
Up Radio Sales in 1938.” 


Try Camay— 
Win Emerson 


Not three little words, but 25 little 
words beginning with “I believe Camay 
is best for my complexion because. . .” 
are going to put Emerson radios in 40 
homes. This is the basis of a 30-day 
contest started by the Camay soap 
people late last month. In addition 
to the radios, Proctor & Gamble is dish- 
ing out $1,000 each day. The contest is 
getting wide publicity through space in 
magazines having a total circulation of 














































“Here’s the catalogue you left on your last 


trip. .. . Pa thought you were through with it.” 
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Fisher heads dishwasher sales. 


plans for Premiers current sales drive. 








He had been selling them for eight 


Previously, he had been in the advertising end 





23 million, also by displaying the Emer- 
son receiver in 300,000 grocery and 
drug stores. 


Marshall Wells 
Unveils Crosley Lines 


Crosley 1938 refrigerators and ranges 
were shown to 117 dealers at a three- 
day meeting in Spokane last month. 
P. W.  Bialkowsky, Crosley district 
manager, had charge of the gathering. 
Following the showing, the Marshall 
Wells Co. conducted a three-day school 
for the retailers’ salesmen. 


Frigidaire 
Flying Circus 


The figures are out on the attendance 
of Frigidaire’s ’38 flying circus. More 
than 30,000 retailers and their salesmen 
attended the 36 district conventions. 
This figure is well above 1936 when 
26,688 persons viewed Frigidaire lines. 
The largest single day was in Chicago 
when 3,000 dealers filled the Auditorium 
Theatre. New York drew the best at- 
tendance of any city, when 4,087 people 
witnessed the two-day convention. 


McMurdo Silver 
Names N. Y. Distributor 


Denton, Cottier & Daniels, Inc., Buf- 
falo, have been appointed by the Mc- 
Murdo Silver Corp., as distributors in 
western New York and northern Penn- 
sylvania. 


Chicagoans Hear 
Premier Plans 


A large crowd of dealers recently at- 


tended a meeting at Chicago’s Sherman 


Hotel to hear H. U. 


Mann outline the 
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Mann, wholesale sales manager, gave 
details of the advertising campaign 
breaking in The American Weekly and 
the cleaner combinations which will be 
featured. the and 
partment store executives at the gather- 
ing, the following men 
tended: L. G. Rothschild, Chicago divi- 
sion manager: A. L. Nelson, Milwaukee 
division manager; W. F. Conley, adver- 
Buckley. 


Besides dealers de- 


at- 


Premier 


tising manager and J. B. 





FROM COAST TO CHICAGO. J. L. Con- 
over, has been promoting the Kelvina- 
tor story out on the West Coast since 
‘33. He has now picked up bag and 


baggage and settled in Chicago. His 
job in the windy city is to manage 
Kelvinator's newly opened factory 
branch at 2451 S. Michigan. 


Water Heater 
Drive Under Way 


Eleven electric water heater manufac- 
turers are cooperating with The Modern 
Kitchen Bureau to push the sale of elec- 
tric water heaters. Cash prizes, totaling 
$3,000, are given to dealers and utilities 
who do the best job in 1938. 


C. I. T. Opens 
In Williamsport 


ane €. f. T. Corp., sales finance com- 
pany, has opened a branch at 143 W. 4th 
St., Williamsport, Pa. Walter Blake, 


who has been with the company many 


years, moves from Philadelphia to 

manage the office. A. H. Ackerson will 

continue to contact the trade of that 
area. 

Congratulations To 

Philadelphia Asso. 

The Electrical Association of Phila 

delphia is now swinging into its 21st 

year. Back in 1917, a group of 50 elec 


trical men decided to form a “Luncheon 
Club” to promote the use of electricity 
in William Penn’s old town. Thev called 


themselves the Electric Club of Phila- 
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delphia, a name used until 1929. Today 
they occupy two spacious floors in the 
Architects Building. The association, 
under the able direction of Managing 
Director George R. Conover, promotes 
all branches of the industry. On its 
20th birthday, the group issued an at 
tractive 40-page booklet, tracing its his- 
tory, aims and accomplishments. 


Harry H. Daley Now 
In Show Business 


Harry H. Daley, who formerly headed 
the lamp department of G.E. Supply 
San Francisco, and later 
known to wholesalers as a sales execu- 
tive of the Majestic and Thermador 
heater lines, has showman. He 
has been placed in charge of the Homes 
and Gardens Division of the Golden 
Gate International Exposition, to be 
held in San Francisco during 1939. 


Corp., well 


gone 


The appointment is a “natural”, for 
Harrv has long been identified with 
campaigns for the promotion of elec 


trical home equipment. 


Brown Handling 
Stromberg-Carlson 


The Brown Supply Co., St. Louis, is 
distributing Stromberg-Carlson receiv- 
ers in metropolitan St. Louis, eastern 
Missouri and southern Illinois. The 
line was formerly handled by Graybar. 


Kelvinator Salesmen 
Get Silent Partner 


lo aid their salesmen with 
their selling story, Kelvinator has de- 
veloped the Konvince-Her demonstra- 
tion board clearly dramatizing the ad- 
vantages of electric cookery. The board 
stands shoulder high and is equipped 
with a chart and numerous kitchen arti 
aid the visualizing 
story. 


range 


cles to prospect in 


the sales 





IS IT WARM? 


Julien Elfenbein of House 
Furnishing Review; Camille Davied of 


McCall’s: Edward Borges of Vincent 
Edwards & Co.; A. S. Reed of G. E.'s 
Appliance and Merchandise Dept., New 
York; and Eloise Davison of the New 
York Herald Tribune gather round. They 
are inspecting the new G. E. electric 
comforter. 








“THERE’S MERIT in 
talk,” says W. J. Fritz, who is sales 
manager of the Youngstown branch of 


the canned sales 


the Moock Electric Supply Co. Of 
course “W.].” adds that it has to be 
used intelligently. He finds it especially 
effective when selling a new product 
or a newcomer in the field. He believes 
that the main objection to the canned 
sales talk is not against the principle, 
but against its improper preparation 
and presentation. 


Even Suzy Q-Ers 
Need Cooling Off 


The music can't be too scorching 
when dancing bugs are out on the floor 
doing the Suzy Q or the Big Apple. 
But it’s warm work. And when the 
temperature gets high it’s bad. 
Mrs. Lucy Heath Duffie, who runs a 
dance studio in Charlotte, N. C., knows 
it. So she called up Page-Williamson, 
Inc., Kelvinator conditioning dis- 
tributors. Nuf They rushed a 
couple of engineers over to take care 
of the job. 


too 


air 


sed. 


Wesco, Los Angeles, 
Sets Up Training Center 


Westinghouse Supply, Los Angeles, is 
making first class demonstrators of its 
salesmen and dealers. A 30-foot by 60- 
foot space has been partitioned off to 
be known as The Merchandise Training 
Center. Two electric kitchens and a 
washing and ironing up will be 
used, all in operation, on two stages. 
Plenty of floor space has been reserved 
for The used 
for the first time on February 7 when 
dealers heard the range story. 


set 


spectators. center Was 


electric 


Frigidaire Holds 
St. John Meeting 


held a four day 
sales meeting at John, N. B., for 
dealers and service men of New Bruns- 
wick, Nova Scotia and Prince Edward 
Island. Denton. man- 
ager, was head man. 


Frigidaire recently 
St. 


George D. local 
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V TOASTERS 
V WAFFLE /RONS 
Y GRILLS 


V ROASTERS 













1938 


MODELS 








This is our second Check-List for wholesaler’s Mixers, Ironers, and Heating Pads. The informa- 
salesmen. It will help you check up on competitive tion in these lists is supplied by manufacturers and 
lines and know how one compares with another. is subject to change. Additional details on all lines 
There will be another small appliance list in May. and models, of course, may be obtained direct from 
This will include Percolators, Coffee Makers, Food the manufacturers. 

















305 Victorian 








2 Ch. & Bl. $1.65 | 5409H Handyhot 2—Rev. Ch. & Bi.. $2.75 
TO A 4 T E R LS 308 Bersted 2 Chrome $4.45 | 5506H Handyhot 2—Rev Ch. & Bl. $1.50 
326 Patrician 2 Ch. & Bl. $4.60 | 5504H Handyhot 2—Rev Nic. & Bl. $1.50 
| 328 Fostoria 2 Chrome $6.25 5505 Handyhot 2—Rev Ch. & Bl. $1.50 
, : : Pir: 332 Triplette 2 Chrome $5.80 
The sequence followed in the listing Sandwich 
of Toasters is: model number—trade 4605H Handyhot 2—H.I Chrome $3.80 
Phage nis as ool” Ces 457 Handyhot 2 Nic. & Bl. $1.65 
name—capacity in slices Of Dread OF . ; 4509H Handyhot 2 Ch. & Bl. $2.25 
sandwiches—automatic or not—whether Chicago Flexible Shaft Co. | 4000H Handyhot 2 Ch. & Bl. $2.60 
heat indicator is provided or not—re- 5600 West Roosevelt Road | 4701H Handyhot 2— -++++-Chrome $2.75 
versible or not—finish—list price. Chicago, Illinois 













KEY TO TOASTER LISTINGS 


(Unless so indicated toaster lacks these 















feat a 

— : Dominion Elec. Mtg. Co. 
—Automatic } Mansfield. Ohio 
H.l.—Heat Indicator a eee 


Rev.—Reversible 





Bersted Mfg. Co. 











ostoria, Ohio 


DOMINION NO 


SUNBEAM 








Bread — 

















T-1 Sunbeam 2-A—H.I Chrome $11.95 Bread 
Sandwich 600 Dominion 2 Chrome $9.95 
4 2—...... Ch. & Bl. $4.95 | 601 Domimion.... 2-A— pei ; . $5.45 
-ERCTE 7 c 365 Electrahot.... 2-A—Rev Chrome $3.35 
SERSTED HO. 6 316 Electrahot. 4-A—Rev.......Chrome $5.45 
Bread .. Electrahot 2-A—Rev .Ch. & Bl. $2.45 
65 Big Four 4 Ch. & Bl. $3.00 ‘ . A , 
60 Foursome . 4 ..Chrome $5.00 Chicago Electric Mtg. Co. | Sandwich— 
74 Bersted 2 Chrome $2.55 6333 West 65th St., | 566 Dominion 2—H.I ....Chrome $9.95 
87-B Bersted 2 ..Ch. & Bl. $1.40 : ae | (Combination sandwich toaster and waffle iron) 
80 Fostoria 2 Chrome $3.55 Ciasing Station, | 565 Dominion.... 2-A—..........Chrome $11.95 
88 Patrician 2 Ch. & Bl. $3.20 Chicago, IIl. (Combination sandwich toaster and waffle iron) 
| Bread 368 Electrahot.. 2—H.I. ...Chrome $4.75 
Sandwich— | 5604H Handyhot 2—Rev Chrome $3.30 | 370 Electrahot 2—H.I ...Chrome $5.85 
320 Bersted Se Chrome $3.65 | 5605H Handyhot 4—Rev. ; Ch. & Bl. $2.90 | 369 Electrahot... 2—H.I.........Chrome $7.90 
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The Fitzgerald Mfg. 


Co. Knapp-Monarch Company | Brea 
r _— 


Bent & Potomac Sts., | 1A4 T astmaster 
1B6 Toastmaster 


1B7 Toastmaster 


Chrome $10.50 
> » $16.00 
Chrome $7.50 


( 









> > > 












Manning. Bowman & Co. 
Meriden. Conn 





FITZGERALD 






Bread 





















529 Magic Maid 2-A—H.I e $11.50 K.-M. COMBINATION 

530 Star-Rite 2 ( p 5 05 

531 Star-Rite 2—H.I ( e $7.95 Bre ; =) 
525 Star-Rit ee “oa M. B. SANDWICH 








General Electric Co. poe rom 

ye5 =—* oe 83 2—Rev ~hrome $3.50 
1285 B Ave 549 K-M 2 Chrome $5.75 78 Re ‘hrome $3.25 
Bridgeport, Contr 549WG K-M 2—H.I 67.95 















Landers, Frary & Clark 


ew 5B 





Miracle Products, Inc. 


otate dt., 






36 > 


Chicago, Ill 
















GENERAL ELECTRI( 








Bread 












129T49 E : 4 nium : 
119T48 G.E f $4 50 ~7712 Rev romium $4.95 
19T54 G.E 2 ( P $3.95 23612 I Re hromiun $2.95 
119T53 G.E ) ( & B $3.50 6912 U Rev..Bik & Chr. $3.25 
129T42 G.E ) Chrome $6.95 E79312 Rev hromium $2.95 MIRACLE 








lw 






oan 








Nh NS th 


Rev ‘Sonsinn $3.25 






119G35 G.E 2 Chrome $6.95 
149G23 G.E 2 Chrome $9.95 















E7960 “wer $6.50 
The A. C. Gilbert Co.  ws060 Uni: hromium $6.50 National Stamping & 
New Haven, Conr Electric Works 


3212-50 W. Lake St., 












o Chicag Ill. 
McGraw Electric Co. 
Toastmaster Products Di Bread 
Elg I 327A White Cr »-A Chrome $9.95 
327 ~*V te C ? ( re $6.50 
1224B White C1 -A Re Chrome $3.95 
7 r ( I Le $5 50 















NATIONAL 





SANDWICH 


Sandwic! 






Bread— 





228 White Cross 2 Chrome $6.50 
B203 Penthouse 2—Re\ Chrome $3.25 TOASTMASTER 229 White Cross 2 Chrome .$4.45 
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Proctor Electric Co. Breai— 
F . a 194 Trimatic 3-/ ( 
4 I Ss é abo qa. 5 ° 
th St, and Tabor Rd., 291 Trimatic ( 
Philadelphia, Pa. | 493 Trimatic 2-/ I. Rev ( 
( 
( 
( 





.Chrome $11. 
“hrome $4. 
‘hrome $3 
rome §$2. 
rome $5.9 
~hrome $1. 


297 Trimatic 
198 Trimatic 
298 Trimatic 


Sandwich— 

433 Airline.. 2-/ 4 a ..Chromium $9 
433-1 Airline 2-/ : ; ‘hromium $8 
434 Airline.. 2-/ ; : *hromium $6 
435 Airline... 2-/ ; ; *hromium $5. 





SUPERLECT 


t - 66 SuperLex Rev 
Son-Chief Electrics, Inc. 664  SuperLect Res 
Winsted, Conn. . id 

ied: Sandwicl 
C680A Son-Chief 
C680 Son-Chief 
C641BT Son-Chief 
641BF Son-Chief 
C650 Son-Chief 
C6S50AC Son-Chief 


55TB SuperLectric 


Chrome 0 . 
rome $1.6 69 SuperLectric 


Ch. & Bl. $1.30 
Ch. & Bl $1.16 
Nic. & Bl. $1.10 
Ch. & Bl. $1.60 
.Chrome $2.80 


75 SuperLectric. 


! 
Dawaw 


> ® ® 
eae 





- 
v2) 
® 
2 


mm NN NN 


Utility Electric Co. 


620 Tower Grove Ave., 


Sandwich 
C100 Son-Chief 2—. Ch. & Bl. $2.5 : ; 
C100A Son-Chief 2—. eee .Chrome $3.5 St. Louis, M 








Sheridan Electro Corp. 
3241-3243 S. State St., 
Robeson-Rochester Corp. Chicago, Ill- 


176 Anderson Ave., Bread— 


Rochester, N. Y. 305 Vogue 2-é Fovcaanecens eee 6. Se 
A303 Vogue Ws ccwesvcsce es ei. See 
A304 Vogue See Ch. & En. $1.80 





Stern-Brown, Inc. 
42-24 Orchard St. 
Long Island City, N. Y. 


TOASTWELL 


R-R. SANDWICH “lias, Bread 


li AD Ta 750 Toastwell 
read op a i d 
Bread eis. } 790 ” 
754 Toastwell 


| 
I 
I 
794 Toastwell 
I 
I 


oastwell 
13380 Royal 


13280 Roy 

13370 Royal- 
13270 Royal 
13440 Royal- 
13340 Royal- 


ap 
~I 


aw 


740 T 
780 T 


astwell 
vastwell 


ADDADASW 
wu 


Sandwich 
ae rs j 44 910 Toastwell ...Chrome $6 
pandwich— § 


965 Toastwell 2-2 ..Chrome $7.95 
240 Roy och, 2-: -tone Chrome $11 


250 Royal-Rox 2 -tone Chrome $8 
210 Roya! ( 2 Chromiur 
270 Roy: cl .China-top Ch. $9 





Westinghouse Electric & 

Manufacturing Co. 

Merchandising Division, 

. Mansfield, Ohio 

Rutenber Electric Co. ’ 
Marion, Ind. 


..Chrome §.. 





Bread 
40 Superstar 3-: Ch. Pl. 
45 Superstar ? Chrome 
55 Superstar Riad .....Chrome 
P 65 Superstar ae Ch. & BI. 
Samson-United Corp. 119 Superstar re Chrome 


1700 University Ave., 118W Superstar Pa Ch. & Bl. 
Rochester, N. Y. 





Sandwich— 
15 Superstar a ee Chromium 
18 Superstar - Chromium 





WESTINGHOUSE 


Superior Electric Products Corp. ®*°*“ 
: TRS34 Tray Set -Rev. .Chrome $6, 
1310 S. 13th St., TE4 De Luxe Rev Chrome $4. 
St. Louis, Mo. TTC144 Signaling Rev.....Chrome $5. 
Bread— TTC134 “* Matched ” Rev Chrome $3. 
11 SuperLect Blk. & Chr. $1.75 | TTC124A Standard Rev Chrome $3. 
11A SuperLect Chrome $2.2: i ‘ 
22TT SuperLect : Blk. & Chr. $2.75 | Sandwich 
22CP SuperLect.... Chrome $3.: SRC-14 Grill Set. ..Chrome $19.95 
33CP SuperLect. . .Chrome $7.2: STC-4A Deluxe Chrome $9.95 
TRIMATIC 333 SuperLect Chrome $10 : ... Standard. . - : Chrome $6.95 


NN NN NS 


N 
' 
- 
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WAFFLE IRONS 










































The sequence followed in the listing 
of Waffle Irons is: model number— 
trade name—automatic or not—whether 
heat indicator is provided or not— num- 
ber of grids—whether switch is pro- 
vided or not—finish—list price 





GENERAL ELECTRI( 
KEY TO WAFFLE IRON LISTINGS 





(Unless so indicated waffle iron lacks these 119Y192 GE... H.I.2 ‘ Chrome $6.95 
119Y194 G.E mk 2. ; Chrome $5.95 
features) ie MANNING- BOWMAN 
A—Automaiic 
S—Switch provided 1652 H.I. 2 Chromium $6.95 
H.|.—Heat Indicator 1649 H.I. 2 Chromium $5.95 











The A. C. Gilbert Co. 
New Haven, Conn. 


Bersted Mtg. Co. McGraw Electric Co. 


} 
f Ohi Toastmaster Products Div 


Elgin, Ill. 


2D1 Toastmaster-A 2 Chromium $12.50 





National Stamping & 
Electric Works 
3212-50 W. Lake St 


Chicago, Ill. 





FOSTORIA 








217 Fostoria H.I. 4 ( e $9.45 : 

216 Fostoria H.1 ( $6.65 PENTHOUSE 

211 Bersted H.I. 2 Chrome $3.65 

107 Fostoria H.I Chrome $5.50 , ‘ a 
< 3226 Pent ‘ J ) ( rome 5 95 
206 Fostoria H.I. 2 Chrome $6.65 meee HI s 

225 Patricia: H.I.2 Chrome &,Blk. $4.65 








Chicago Electric Mtg. Co. Knapp-Monarch Company 


Bent & Potomac St 





633 W. 65th’St 





























St. Louis, M 
Cleanmng Stator 
1. | 968 K.! L.2 ‘hrome $5.75 
meagtes * KM + 1.4 Chrome $7.95 | 469 White Cross. A—HLI. 1 <asome 6&8. 55 
4700H Handyhct H.I. 4 Chrome $5.80 | 966 K.M. A—4 Chrome $12.50 | 408 White Cross. H.I. 1 Chrome $5.45 
4609H Handyhot 4 Chr. & Blk. $4.45 | 969 KM A—? Chrome $7.95 | 305 White Cross. A--H.I. 1 Chrome $9.95 
4506H Handyhot H.I. 4 Chrome $7.00 So [ < eit 363 White Cross. H.I. 1 Chrome $6.45 
4602H Handyhot H.I. 2 Chrome $4. 7( 
4408H Handyhot H.I. 2 Chrome $4.70 
4503H Handyhot H.I. 2 Chrome $3.90 
4502H Handyhot 2 Nicke $2.25 
4504H Handyhot 2 Nickel $2.45 Proctor Electric Co. 
4501H Handyhot 2 Nick. & Bl. $1.45 Landers, Frary & Clark 7th St. & Tabor Rd., 
New Britain, Conn, Philadelphia, Pa 
Dominion Elec. Mfg. Co. 
Mansfie i, OF 
E7704 | H.I 2 $7.95 
E7404 | i H.1 4 Chr 1 $6.50 
E8104 [ i H.I.—2 Chromium $6.95 
Wao L 4 H.1 2 Chromium $5.50 
E7104 [ I ? Chromium $5.50 1516 Proctor A-H.I. 2-S Chromium $9.95 
E7304 L I.—2 Chromium $5.95 | 1517 Proctor A-H.I. 2-S Chromium $8.95 
E7724 Universal-: Ch 9.95 1520 Proctor H.I.2 Chromium $6.95 
591 Domimior Mids Se ndccnes sae 248 oo 4 
592 Dominior A—2 scsesotccceee 2.65 E8124 U 95 
75 Electrahot.. H.I. 2 coectec Ge O6.08),°° ; 
Robeson-Rochester Corp. 
176 Anderson Ave., 
General Electric Co. Manning. Bowman & Co. Be 
“ Meri S > 
1285 Boston Ave., a, Same 12250 Royal-Roch...A—2—2-tone....Ch. $10.95 
Bridgeport, Conn. | 5050 H.I. 4 Chromium $12.50 12390 - H.I.—2—2-tone.Ch. $7.95 
| 2525 H.I. 4 Chromium $8.95 12280 .. a . A-—2....Chromium $9.95 
129Y193 G.E A—H.I.2........Chrome $9.95 | 1648 A—HL.I. 2-S , Chromium $9.95 12340 ... .. H.1—2..Chromium $5.95 
149Y188 G.E a. 3. ......Chrome $5.95 | 1650 A—H.I. 2-S : Chromium $8.95 12920A . , ; A—2—China...Ch. $12.95 
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GRILLS, 
ee ee We 


The sequence followed in the listing 
of Grills or Hot Plates is: model num- 
SUPERLECTRIC ber—trade name—size of cooking top in 
inches—number of burners—number of 
" heats—finish—list price. 


nrome 


ROY AL-ROCHESTER 


666 Superlectric-/ 
701 Superlectri« ~hrome 
707PT Superlect ~hrome 


( 
12860 ( 
J ( 

707X Superlectric A if Chrome 
( 
( 
( 





766 Superlectric 


777 Superlectric-/ “hrome $7 Bersted Mtg. Co. 


740 Superlectrix te *hrome > . 
re “ , Fostoria, Ohio 
700-2 Superlectr ol ; 
. 700-2C Superlect : : ..Chrome $9.50 
Rutenber Electric Co. 702° Superi« = 


Marion, Ind, 


*hrome 





H.1.—2 








Utility Electric Co. | 
620 Tower Grove Ave., 
Samson-United Corp. St. Louis, Mo. 
1700 University Ave., 

Rochester, N. Y. | , 13 Victorian. Chr. & En. 
105 Patrician a: - ) 
32 Fostoria. - . Chrome 
22 Bersted.. ...Chr. & En 
12 Bersted... : Chrome 
55 Fostoria 5 2 , Chrome 











acest Chase Brass & Copper Co., Inc. 

10 E. 40th St., Chase Tower 
920 Toastwell New York, N. Y. 
960 Toastwell 


AIRLINE 





232-1 Airline i H.I. Chr. & Eb. $7.95 

379-1 Airline i H ...Chr. & Eb. $8.95 

379 += Airline... A—H.I Chr. & Eb. $8.95 Waage Mfg. Co. 
330 Airline ee Chromium $4.98 s : g \ 
334 Airline : Chromium $5.95 5100 Ravenswood Ave., 
333 Lowboy a Chromium $3.98 Chicago, Il. CHASE 
330-1 Airline Chr. & Bak. $6.95 Chrome $6.50 


t Plate 52” *hrom 5 
Chrome $4.95 | 20109 Hot Plate 53’—1—2....Pol. Chrome $4.95 











Chicago Electric Mfg. Co. 
633 W. 65th St., 
Westinghouse Electric & Clearing Station, 


Manufacturing Co. oe on 
6706H Handyhot Ch. & Blk. $7.25 
6705H Handyho Chr. & Bl. $3 
Mansfield, Ohio | 6703H Handyho Ch. & Blk. $3 
6702H Handyho Ch. & Blk. $4.: 
6603 Handyhe Nick. & Bl. $1.5 
6604 Handyho Nick. & Bl. $1 
6607 Handyhot Nick. & Bl. $1 
070 Handyho F Nickel $1 
6701 Handyho } Chrome $1 
6602H Handyhot 5’ 2 Chrome $1 


Stern-Brown, Inc. 
42-24 Orchard St. 
Long Island City, N. Y. 


Merchandising Division 


—— ee NN 
—— 


TWIN SUPERSTAR 





25 Superstar 2 Chromium §.... | 
22 Superstar . . Chromium 6§.... ; 
90 Twin *SS : Chromium §.... ‘ . ’ The Fitzgerald Mtg. Co. 


60 Twin *SS : ...Chromium §.... Torrington, Conn. 








WESTINGHOUSE 
Superior Electric Products Corp. 


1310 S. 13th St., |WK4A. Servi-Set .H.I. 2....Chrome 
: . |WS14.. Adjustomat..A—H.I. 2 Chrome 
St. Louls, Mo. |WS14.. H.I. 2 = .....Chrome ‘ 
606 Superlectric H.I.—2....Chrome $5.75 |WF14.. Indicating H.I. 2.. ....Chrome . FITZGERALD 
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652 Magic Mad.. 2 Bl. & Ch National Stamping & Samson United Corp. 
9 Star-Rite 2 } ‘ hr. - 

829 Star-Ri ‘ Electric Works 1700 University Ave. 

3212—50 W. Lake St Rochester, N. Y 

Chicago, I 315 

109 Steel-Rocl 

me 109C Steel-Rocl 

Dominion Elec. Mfg. Co. | 110 Steel-Rock 


111 Steel-R 





tnam. & Chr $1 
tnam. & Chr. $4 
hr. & Enam. $5 
hr. & Enam. $6 
tnam. & Chr. $8 
& Enam. $10 

. & Chr $2 

& Chr. $3 

& Chr $4 

& Chr S6 


' ». ial 111C Steel-Rocl 
al ——— 7 , —_ . if 16 Armor 
A > CGE i 9 
- ; <S > . 


<A 


. ee a ee 


Arm 
10 Arm f 
M10 Arn 





WHIT! 


Sheridan Electro Corp 
White Cr 0x10 3 t . 3241-3243 S tate + 
DOMIN \ te ! 0x10 7 
104x20 
10}x20 
$7.95 1 te ¢ Ox1 
$7.95 
$1.60 
$1.80 





$5.75 

$5.75 
Naxon Utilities Corp. 
101-2111 West Walnut St 
Chi ll 





H Aut c H.! 1 saked 

General Electric Co. — 
1285 B S4ot7tv 
S402 
5413 
131D51 G.E itr. Ena : 5404 
111D50 G.E "> Ry oe Proctor Electric Co. $405 
131D52 G.E } k. Japan $5 7th St. & Tabor Rd.» Bee? 
40102 G.E rome Philadelphia. P a 
40104 G.E . ny : ideiphia i se 
40101 G.E Black nh 
S411 
S415 
S601 


S602 





Fo ol ole! 


Chr 





ol ol ok ok on oo 





$603 


Knapp-Monarch Company S604 


aa 


‘ethan 8 Robeson-Rochester Corp. | >> 


S6666 
176 Anderson Ave S607 ( 
S608 | 





Son-Chief Electrics, 


Winsted, 





Bl. & Iv 
Greer 


Landers, Frary & 


New Britair 





Clark 
Conr 
ROYAL 
Stern-Brown, 
14560 Roya a . 2.5 42~24 Orchard 


ng Island City 





Rutenber Electric Co. 

£9962 U: bxgy? ; Marion, I 
E9961 Uni 

E9950 

E7962 

E7950 

E7952 

E9586 

E797 

E795 


1B3X Supers 
2B2X Su 
2B4X Su 
2B6X § 


75C Su 





Lindemann, A. J]. & Hoverson Co. 
601 West ¢ leveland Ave.,. 
Milwaukee, Wis« 





516A L&H Elec. 11’x11’" 
518A L&H Elec. 11°x11’ 
528A L&H Elec. 11°x21’ 


1 Porc. Er 5 Marion 
1 
2 
538A L&H Elec. 11°x32"—3 
) 
3 


—— oe veld A : Superior Electric Products Corp. 


3. 

3 

3... Porc. Ex 2S Marion 1310 S. 13th St., 
3... Porc. Ex Marion : a St. Louis, Mo. 
3... Porc. En A Marion 

3 


Porc. En. - Marion 1 15 Superlect... 6"°—1—1 Nickel $1.25 


5280 L&H Elec. 11°x21’ 
5380 L&H Elec. 11°x32” 
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SUPERLECT 


DPPPPPPPHY 


ef 


| 90093 Snack Serv 
| 27011 Buffet Serv 





Westinghouse Electric & 
Manufacturing Co. 
Merchandising Division, 
Mansfield, Ohio 
RRA14 Adjustomat 16} 
WRA24 Signaling 9H.I. 
WR14 _ = Electrosp 
RB14 Electrosp 


H.I.—2. Dulux $22.95 
2—6.. Dulux $19.95 
Dulux $14.95 
.---Dulux $6.95 





ROASTERS, 
CASSEROLES, 
eel @ aa: 


The sequence followed in the listing 
of Roasters, Casseroles and Cookers is: 


model number—trade name—capacity in 


quarts—whether heat indicator is pro- | 


vided or heats—num- 
} 


ber of accessories—finish—list price. 


not—number of 


KEY TO LISTING 


(Unless so indicated appliance lacks this 
feature} 


H.l.—Heat Indicator 





Brannon, Inc. 
14307 Third”Ave., 
Detroit, Mich. 


ZEPHYR 


137-1 Zephyr 
137-2 Zephyr.. 
137-6 Zephyr... 


.. Black $27.95 
.....l[vory $27.95 
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Chromium $27.95 | 


E9965 
E9985 


Ivory & Gr. $5.95 
Gunmetal $19.95 


Universal. 3—2 
Universal. 6}—4 


Chase Brass and 
Copper Co., Inc. 
40th St.. Chase Tower, 

New York, N. Y. 





10 E. 


Miracle Products, Inc. 
36 So. State St., 
Chicago, IIl. 


Miracle 12—6 Buff & Chr. $14.95 





National Enameling & 
Stamping Co. 
270 N. 12th St 
Milwaukee, Wis 
Table Chef 
Hot Server. 
Warming Oven. 


17087 
90115 
90096 





General Electric Co. | 
1285 Boston Ave., 


port, Conn. 





NATIONAL ROASTER 


9836 Roaster.. 
9735 Roaster 
9624 Roaster 
9511. Roaster. . 
5011 
|} 4011 


Casserole. 
Casserole., 





Naxon Utilities Corp. 
2101-2111W. Walnut St., 
Chicago, 


GENERAL ELECTRIC 


123C13 G.E. 16}—H.I 





Landers, Frary & Clark 


New 


Britain, Conn 





AUTOCHEF 


| 636 Broilerange 6’- 





ee Proctor Electric Co. 
7th St. & Tabor Rd., 
Philadelphia, Pa. 
H.I.—6..Cream & Bl. $22.95 


E9604 Universal. 
E9602 Universal. 
E9967 Universal. 


..Green & Bl. $11.50 | 
.Green & Bl. $10.50 
Ivory & Gr. $7.50} 101 Roast-Grille 11 


WHOLESALER’S SALESMAN 41 















An open letter to 
ELECTRICAL MANUFACTURERS 





100 Roast-Grille 11—H.I 8. .Cream & Bl. $26.00 





Swartzbaugh Mfg. Co. 


1336 W. Bancroft St 





750 Everhot 164—3 White-Rust $27.95 
755 Everhot 16}—3 Ivory $21.95 
745 Everhot 9—1 Ivory $18.95 
740 Roasterette 5} 2 White $12.85 
EC7 Roasterette 3} ? 1 . Cream $6.50 





U. S. Mfg. Corp. 


Decatur, III. 





BAKE MASTER 


20 Bake Master 1—1—5 Chrome $6.95 





Westinghouse Electric & 
Manufacturing Co. 
Merchandising Division, 

Mansfield, Ohio 








; PH133 64°—2 Porcelain $14.95 
PH123 64°—2 Porcelain $12.50 
CC103... 54°—2 Porcelain $7.95 
PH113... 63°—1 Porcelain $6.95 
PH103... 54°—1 .Porcelain $3.50 
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PRODUCTS 
70 S$8hE. 


CONVERTIBLE FARM RADIO 


FEATURES .. . Suggested for farm areas 
where electricity is a possibility but not 
yet available. Five-tube superhetero- 
dyne table model. Operates on either 
110 volt ac or 6-volt storage battery. 
Change-over from battery to power is 
automatic. Battery wires disconnected 
and cord plugged into electric socket. 
DETAILS . . . Dynamic speaker, illumi- 
nated dial, rubber-floated tuning con- 
denser, ‘distance booster circuit". Re- 
ceives both domestic and short-wave 
broadcasts. Cabinet of two-tone, hand 
rubbed walnut finish, banded with gold 
color lines. Lists at $44.95, F.O.B. 
MADE BY ... RCA Mfg. Co., Camden, 
N. J. 


PUBLIC-ADDRESS SYSTEM 


FEATURES . . . Designed to provide a 
superior amplifying system for portable 
work. DETAILS . . . Outstanding features 


of the amplifyer are reverse feed-back 
and an automatic equalization circuit. 
Four input channels are provided for 
use with all types of microphones, phono- 
graph pick-ups, photocells and other 
sources. Illuminated 'Neo-Dials. Peak 
rating of the amplifyer is 30 watts out- 
put with a maximum gain of 138.6 db. 
on microphone and 94.2 db. on phono- 
graph pick-up. MADE BY .. . Whole- 
sale Radio Service Co., New York. 


REFRIGERATOR 


FEATURES .. . Food storage capacity 
7.13 cu. ft. net. Shelf area 15.49 sq. ft. 
net. Six aluminum fast-freezing ice trays. 
Ice making capacity 120 cubes or 12 Ibs. 
of ice at each freezing. DETAILS . 


Permalain exterior, all porcelain interior. 
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ns scket.” 
“aida have @ tick 


Overall height, 655”, overall depth, 
24/4”, overall width, 33'/”. MADE BY 
. .« Leonard Division, Nash Kelvinator 
Corp., Detroit. 


KITCHEN TIMER 


FEATURES . . . Can be used in kitchens, 
doctor's offices, hospitals, photo studios 
or anywhere that accuracy in timing is 
desired. To set timer, the alarm knob 
is turned until a red pointer indicates 
desired interval. DETAILS . . . Avail- 
able in either black or ivory plastics 
case. MADE BY ... General Electric 
Co., Schenectady, N. Y. 


SNACK SERVER 


FEATURES ... Headed dish with three 


food compartments for casserols of one 


43 





quart capacity each. Holds «snough to 
serve four to twelve people. DETAILS 

. Finished in polished Chromium or 
copper, with white or walnut handles, 
knobs and feet. 13” diameter, 6” high. 
Two heating elements. Lists at $15.95. 
MADE BY Chase Brass & Copper 
Co., Inc., Specialty Sales Division, New 
York City. 


—— SIGNAL LIGHT AND TESTER 





FEATURES . . . Tri-color signal light is 
3-cell flashlight for signal light users. 
Tester is for bulbs and mono-cells. DE- 
TAILS . . . Light has ribbed fibre case 
with chrome-plated fittings. Three num- 
ber 13 Mazda bulbs show red, green and 
white. Single safety lock switch operates 
the bulbs. Folding ring hanger inset in 
base. Tester made of heavy gauge 
metal, with provision for fastening on 
vertical surface. MADE BY ... Bond 
Electric Corp., New Haven, Conn. 


ELECTRIC RANGE 





FEATURES . . . One piece acid proof 
cooking top with four surface burners. 
Choice of open Speed Heat or enclosed 
Kalmax burners at no extra charge. 
DETAILS . . . Size 45" x 24" x 36" high. 
Oven measures 18" x 19" x 14" and is 
of one-piece porcelain enamel lined 
with recessed burners and self-contained 
runners. Warmer is at the right. Two 
utility cabinets. Cooker, clock, light 
are extra. The "Colonel" Model 1545 
is illustrated. MADE BY .. . Standard 
Electric Mfg. Corp., Toledo, Ohio. 
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GLARELESS DESK LAMP 





FEATURES . .. Polaroid glass eliminates 
reflected glare. Permits focusing of 
light on working plane and even dis- 
tribution over reading surface. Intended 
primarily for desks. DETAILS ... Black 
finish. Uses ordinary lamp. MADE BY 
. . « Polaroid Lighting, Inc., West Haven, 
Connecticut. 





RADIO 





FEATURES . .. Instantaneous and accu- 
rate tuning, completely simplified opera- 
tion. DETAILS ... Variable condenser 
entirely out of circuit when flash tuning 
is used, no special armatures, no visual 
light locater, no frequency drift, no gates 
or ratchets to wear out. Lists at $29.95. 
MADE BY .. . Clarion Corp., Chicago. 





VACUUM CLEANER 





FEATURES .. Molded motor case de- 


signed to insulate entire motor from the 





rest of the cleaner thus assuring a clean, 
dust-free motor at all times. DETAILS 

. Exterior decorative parts lustrous 
brown Bakelite molded. Electrical and 
mechanical parts molded in jet black. 
Model 25. MADE BY ... Hoover Com- 
pany, Canton, Ohio. 





MICROPHONE 





FEATURES . . . Dynamic microphone 
housed in black metal case of bullet 
shape. DETAILS ... Available in low 


impedance, approximately 200 ohms, or 
high impedance, approximately 50,000 
ohms. Sensitivity 55 db. Supplied with 
cable connector. Frequency—full range. 
Weight 2 pounds. List price $19.50. 
MADE BY . Transducer Corp., 30 
Rockefeller Plaza, New York. 





SWIVEL WRINGER 








FEATURES ... Can be attached or de- 
tached without tools. Two-way drain 
board permits wringing into washer or 
adjacent tub. DETAILS . . . Adjustable 
pressure screw controls wringing needs. 
Designed for maker's portable washers. 
Roller 134" in diameter. Finished in 
baked-on ivory enamel. Lists at $5.50. 
MADE BY .. . Naxon Utilities Corp., 
2101 W. Walnut St., Chicago. 


AIR CIRCULATOR 





~ FEATURES . . . Floor 
Van ven's ty pe — adjustab‘e 
= from 4 11” to 8 
gp fra 4”. DETAILS... 
py Grease packed ball- 

— bearing motor either 
t) a.c. induction type 
or d.c. fully enclosed 
brush and commuta- 
tor type. Canopy 
pull switch in back 
cover of motor. 
MADE BY .. . Sig- 
\ nal Electric Mfg. 


eZ Co., Menominee, 
Mich. 
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Mt baad te come! Success dernaraed it! 
COMPLETE LINE of SAFE-FLEX 


RUBBER-BLADED FANS 


READ BUSINESS WEEK'S 
STARTLING PREDICTION 


“One half of all 1938 electric fan 
sales will be on Rubber Bladed fans” 
—ITS NOW COMING’ TRUE! 


When Samson introduced Rubber Bladded Safe-flex 
Fans, the industry was fascinated; but puzzled. Would 
such a revolutionary fan SELL? 


Two sensational summer seasons have ripped away all 
$ 95 question marks! Safe-flex not only sold .. . it sold 
out! Such overwhelming success demanded a COM- 


PLETE Safe-flex line. 
A.C. Model 





Now it’s here . . . 24 sales-boosting Safe-flex numbers. 
Yes! All types . . . even oscillating fans. All sizes, 
from the 6” All-Purpose to big 24” Pedestal Air Cool- 
ers. Every one delivering breeze power as great as 
: - . or even greater than metal bladed fans of similar 
$795 10” OSCILLATING SAPE-FLEX size. ALL SAFE-FLEX RUBBER BLADES GUARAN. 
TEED 5 YEARS! 

The most popular and fastest selling No 
model and size. 90-degree oscillation. 
Converts to wall model in a jiffy! Also 
available with pedestal at $14.95. 


Breezepower! Safety! Silence! 
A.C. Model 
matter what the need—or what the price prefer- 
ence—you can now answer the profitable demand 
with a rubber-bladed Safe-flex. Advance bookings are 
rolling in fast. We urge you to make your commit- 
ment now. 





Safe-flex rubber-bladed fans covered by U. S. Patent 
No. 2,095,223. 


SAFE-FLEX 24” 
AIR-COOLER 


PROVED 14 Times 


quieter than metal 


$3.95 


$4.95 





SAMSON Safe-fiex RUBBER BLADED electric fans 
SAMSON-UNITED CORP., Rochester, New York 


1938 





SAFE-FLEX BACKED BY biggest National Advertising 
campaign ever put behind any electric fan! 


circulators 


This big pedestal rubber- 
bladed air circulator 
makes competition obso- 
lete! Because it blows a 


28,000,000 sales-making advertising impressions 
covering 89.2% of all fan prospects right 
in your own territory! 


6” All-Purpose 


8” Household 
Safe-flex 


Safe-flex 


Compact! Powerful! 


cyclone, yet can scarcely funds Cet themes 
be heard! Safe-flex rub > a " : - ‘ : io : , ; 
her filedes are silent! On! Pins Up! The ne aetnnne Saturday Evening Post! The Safe-flex rubber bladed fan story 
Public places, hotels, A sensation last year bargain America Collier’s! will be flashed in front of the cream 

the little fan A real leader : a 
acrobat that is used a genuine customer 
on bed posts, walls getter at a full 
end tables and where profit Frost tone 
not! Walnut finish 


stores, etc. will want no 
other! A sensation wher 


America’s buying power n 
Woman’s Home Companion! smashing big ads right threugt 
ever demonstrated 








Good Housekeeping! June and Jul 
Business Week! 


Time! ALSO Beautiful full color displays 


window banners 


There are now 24 Safe-flex models . 
see the complete line 


SAMSON 
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be sure you 


a newspaper 


ig Sunday advertising mats . +» produced by 





skilled sales promotion authorities. 


RUBBER-BLADED 
ELECTRIC FANS... 














SIGNAL AIR 


ee 


TT >, 24 Inch and 30 Inch Sizes 

a r Floor Model 

Low Stand Model 
Wall Model 
Ceiling Model 





In these big new air circu- 
lators Signal offers a well- 
designed, dependable, and 
long-lifed product. These 
grease-packed, ball-bearing 
motors have quiet, smooth, 
and economical operation 
—type of blade construc- 
tion producing a _ greater 
penetrating breeze. Signal 
circulators can be operated 
continuously on the hottest 
day with no sacrifice of 
performance. Write for 
complete information and 
prices. 








SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all principal cities 


QOFEARIAT. 
rissa 


Vv 


ae 








ANOTHER 


"Salesmen’s 


Check List’ 


in 


MAY ISSUE 


ISSUE 


The 


Wholesaler’ s 
Salesman 


An encyclopedia of 
COFFEE 
MAKERS 

IRONS 

HEATING PADS 

MIXERS 


Keep These Check 
Lists in Your Sales Kit! 











“MAY CONVENTION 


4 








BATTERY WALL BRACKET 





FEATURES - Wire bracket for use 
with maker's ignition and telephone 
batteries. Can also be used for door 
bells, buzzers, regulators and other bat- 
tery operated devices. DETAILS . . 
Two small screws fasten bracket to wall, 
desk or table. Keeps batteries off floor. 
MADE BY . Burgess Battery Co., 
Freeport, Ill. 





DESK LAMP 





FEATURES . . . Indirect lighting, uses 
1,000-watt lamp. DETAILS ... All metal 
construction, with bronze lacquer finish 
and gold trim. Felt base. 14!/2” high. 
Furnished with 9-foot rubber cord. Re- 
flector construction keeps direct light 
from eyes, reduces shadows. Catalogued 
as Model 731. MADE BY ... Mitchell 
Mfg. Co., 1550 Dayton St., Chicago. 


AUTO RADIO 








FEATURES ... Superior selectivity and 
greater freedom from interference due 
to a pre-selector stage and a 3-gang 
condenser. Pentode audio system. New 
developments in shielding and triple 
filtering. No spark plug suppressors 
needed. DETAILS .. . Electro-dynamic 
speaker, full automatic volume control, 
five high-frequency tubes, illuminated 
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dial, maroon colored case with built-in 
Lists at $24.95. MADE BY 
. . « Phileo Radio and Television Corpn., 
Philadelphia. 


controls. 





REFRIGERATOR 





FEATURES . . . Sixteen models in line. 
Completely sealed odor-proof evapora- 
tor, faster freezer shelves. Metal trays 
equipped with rubber grids. Tray re- 
lease standard on all models. Nine-point 
cold control. DETAILS . . . Three-position 
defrosting tray allows variation for 
heights of contents. Twelve interior ar- 
rangements available. Automatic light 
operates in conjunction with Lazilatch. 
MADE BY Norge Div. of Borg- 
Warner Corp., Detroit. 


EXTERMINATOR 














FEATURES . . . Combined light and in- 
sect destroyer. Translucent globe, pro- 
jecting through catch-pan, provides 
reading light with freedom from flying 
bugs. DETAILS . . . Bracket or standard 
types. Dome and catch-pan finished in 
black crinkle. Grids are cadmium plated 
and actuated by transformer under 














dome. Overall height—1I2'/2”. Net | 
weight 5 lbs. Diameter at base of dome, | 
b!/2". Cord and plug approved. MADE 
BY .. . Folmer Electracide Co., 135 
Mill St., Rochester, N. Y. 


































PRE-FOCUSED SPOTLIGHT 


FEATURES . . . Pre-focused to throw 
concentrated beam approximately 500 
feet. DETAILS ... Head drawn directly 
from barrel. Switch is tear drop design 
to give streamlined effect. Chrome 
finished. Catalogued as PF-22. Stand- 
ard package holds I5 units. Lists at 
$1.50. MADE BY .. . Ray-O-Vac Co., 
Madison, Wis. 





DEEP FRYER 


There is no closed season on the sale of Diehl Fans! Certain 
models sell most readily during the hot spells but many are in 
demand the year-round for commercial, industrial and domestic 
use. The diversity of types and sizes in the 1938 Diehl Quality 
Fan Line enables dealers and wholesalers to meet the require- 
ments of almost any ventilating application with profit to them- 
selves and satisfaction to users. 


I9 SALES HELPS ror 


DIEHL FAN DEALERS ‘Qs 





FEATURES .. . Makes deep frying 
simple as exact temperature control of 
fat does away with the bother of watch- 
ing and cooks food as it should be. 














> 









> ~y } 
Uses 3 pounds of lard or any acceptable Dealers find it easier to build their Diehl C: , 
frying compound. Fat container fits into Fan Sales with the aid of these sales helps. 
refrigerator when not in use. Fat stays fe @ 
| . P | o& 
rg go gy year oy tage abe Put up the attractive window and counter we) 
E : cut-outs, the merchandising display stands ” . 
DETAILS ... Heater with 8 ft. of rubber and colorful posters ... use the illus- ys . ae 
cord, fat container with cover, frying i trated catalogs, booklets, envelope enclos- / al 
basket with fine mesh insert. Must be | ures, newspaper and catalog cuts ... ' * ; 





' 








connected to wall or range socket. Can they will stimulate your 1938 fan busi- j 
not be used in a lamp socket. List price ness. Hit a new high with DIEHL! Ask 

$14.75. MADE BY .. . Rutenber Elec- your wholesaler for a supply of these 

tric Co., Marion, Indiana. ecles beipe. Y 













DIEHL MANUFACTURING COMPANY 
Electrical Division of 

THE SINGER MANUFACTURING CO. 

ELIZABETHPORT, NEW JERSEY 











BATHROOM HEATERS 





y 
j 


. 





- 





FEATURES . . . Built-in types. DETAILS 4 
. . « '“Forty-Niner" (illustrated) is 49" 5 

high, finished in chromium to harmonize piehl 
with bathroom interiors. The ‘‘Bilt-In'’ 

type is 20" high. MADE BY ... Wesix 1888 = 1938 


Electric Heater Co., San Francisco. 
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Premier’s dominating Spring 
Campaign in The American 
Weekly offers an astounding 
value. Are you featuring it? 


Giant Ad Campaign 
in The American Weekly 


is rolling up sales 
for dealers 


By all odds the most sensational mer- 
chandising drive of the year on vacuum 
cleaners is this Premier campaign. 
Dealers say it is putting their cleaner 
business on a quality basis and bring- 
ing them the profit they’re entitled to. 

This big Spring campaign is just 
starting! The ads appear all through 
April and May. That means there’s 
still time to profit from this advertising 
—if you act now. Rush coupon today. 


Quality Dealers Sell 


on 
ier nae aner CO 
prem ; Vacu um Clea jevelan oi. Ohio 
Electri Road, C \ “Big 3” 
1734 Ivanhoe format on speci@ 
Rush into On sisplay- 
ger. Also new © - - 
°o 


One of America’s Largest-Selling i 
and BEST-KNOWN VACUUM CLEANERS 
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PRODUCTS 
TO SELL. 


SUPPLIES AND EQUIPMENT \aa 


oO 


EXPLOSION-PROOF. FITTING 





FEATURES ... For hazardous locations, 
listed as standard for class |, group D 
locations. Round, 5 inches in diameter, 
furnished with threaded screw cover, 
made of brass. DETAILS ... One-inch 
union hubs in any or all four directions. 
Made of malleable iron, cadmium plated. 
MADE BY ... Killark Electric Mfg. Co., 
St. Louis. 





MANUAL STARTER 





FEATURES . . . Compact A.C. across- 
the-line starter for use on polyphase 
squirrel cage motors. ‘Pushbutton’ 
operation; quick make and break mech- 
anism; silver-to-silver contacts; three and 
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Oe 


four pole construction; thermal overload 
protection; rubber mounted operating 
mechanism which is removable without 
disturbing conduit; aluminum exterior 
finish. DETAILS .. . Rated at 2 horse- 
power, 550 volts. Hook-on cover re- 
moved by loosening one screw. Called, 
“NEMA size O." MADE BY . . . Cutler- 
Hammer, Inc., 12th & St. Paul Ave., 
Milwaukee. 





PLASKON LUMINAIRE 





FEATURES ... Supplied in satin alumi- 
num finish and 200-300 watt unit 
equipped with 15!/)” reflector. Miniature 
plaskon units available using 634 watt 
lamps. For use in miniature displays for 


showing contrast between good and poor 
lighting. MADE BY ... The F. W. 
Wakefield Brass Co., Vermilion, Ohio. 


PROTECTOR PLUG 








© 
explosion ° proof fittings- 


FEATURES . .. Designed for use with 
all types of appliances. According to 
manufacturer will provide slow operat- 
ing time lag for momentary overload, 
instantaneous interruption of circuit on 
short-circuit or overload. DETAILS... 
Functions as attachment plug and circuit 
interrupter. Reset button in base of 
plug renews operation. MADE BY... 
Sentry Electric Co., Inc., 339 Starks 
Bldg., Louisville, Ky. 


———THERMAL TRIPPING ELEMENT 





FEATURES ... For motor-starting ap- 
plications with industrial air circuit break- 
ers. On overcurrents exceeding 10 times 
normal, pull of magnetic element acts 
independently of thermal restraint and 
tripping occurs. DETAILS ... Magnetic- 
ally operated tripping mechanism re- 
strained from tripping on overcurrent by 
means of bimettalic element having 
thermal characteristics suitable for start- 





r 


. 





A . 
P lox" reflectors. 90-degree 
: twist does job. The 
changer permits operator 

to replace fixture at 

heights up to 18 feet. 
Connections made with 

socket through  three- 

point, self - centering, 

bayonet lock. Automatic 

polarized contacts. DE- 

TAILS . . . Ceiling mount 

and pendant types. 

| Hoods fitted with por- 


ing and running protection of a.c. mo- 
tors. Tripping point may be raised or 
lowered. MADE BY . .. General Electric 
Co., Schenectady, N. Y. 





TWIST TYPE HOOD 


> FEATURES ... “Turnlox" 
hood construction  per- 
mits reflector and lamp 
to be removed without 
use of ladders to reach. 
Hoods also available for 
use on older installations 
employing regular "Turn- 





celain terminal bases 
which fit medium or mogul base "Turn- 
lox" assembly. MADE BY . . . Benjamin 
Electric Mfg. Co., Des Plaines, Ill. 





WIRE STRIPPER 





FEATURES .. . Automatic, will not crush 
stranded wire. Protects operator's hands 
and prevents nicking, cutting strands. 
Clamps, cuts insulation, and automatically 
strips wire with tightening of handles. 
DETAILS . . . Lever stops return of arms 
until wire is removed after stripping. 
Operates on same principle as pliers. 
MADE BY ... \deal Commutator Dresser 
Co., 1047 Park Ave., Sycamore, Ill. 





DOME DIFFUSER 








FEATURES .. . Bowl-silvered lamps to be 
used with it. Designed to distribute light 
over broad area. Aperture between re- 
flector and hood directs part of light to 
ceiling. DETAILS . . . Finished in white 
porcelain, inside and out, 20” in di- 
ameter. Two types of hoods available. 
One permits removal of reflector and 
lamp as unit without disturbing wiring. 


Other type equipped with threaded 
hood for pendant or outlet-box mount- 
ing. Latter supplied with vertically ad- 
justable socket, enabling user to adjust 
position of lamp upward or downward. 
Both types accommodate 200, 300, or 
500-watt lamps. MADE BY ... Goodrich 
Electric Co., 2900 N. Oakley Ave., 
Chicago. 


APPLIANCE TRANSFORMER 





FEATURES . . . For conditions where 
circuit voltages are below correct value 
for refrigerators and other appliances. 
DETAILS . . . Transformer housed in 
crackle-lacquer case. Equipped with 8- 
foot rubber cord and attachment plug. 
Plug of refrigerator cord is accommo- 
dated by receptacle mounted flush with 
case, thus transmitting current of the 
desired voltage. Switch permits selection 
of three different voltage taps. Back has 
keyhole slot for mounting. MADE BY... 
Jefferson Electric Co., Bellwood, Ill. 





TEST PANEL 





FEATURES ... For testing household and 





portable appliances. Six devices can be 
tested at once. DETAILS ... Panel has 
indicating pyrometer and six point switch 
for taking temperature readings. Di- 
rectly below and to the right, is small 
throw switch, two outlet receptacles, and 
pilot light, for taking resistance readings, 
for testing for shorts, and for visually 
observing operation of automatic ther- 
mostats. Méilliameter indicates current 
flow less than 4 amp. MADE BY... 
Wheelco Instruments Co., 1929 S. Hal- 
sted St., Chicago. 





GENERATING PLANT 





FEATURES .. . For use in sections re- 
mote from power lines or emergency, 
5000 watt, 110 volt, alternating current 
delivered. DETAILS . . . Powered by 
four cylinder, V-type motor. Engine op- 
erates at 1800 rpm, develops I5 hp. 
Battery ignition with automotive type 
distributor. Force-feed lubrication. Gen- 
erator is self-excited type, bolted directly 
to motor. Armature carried on ball bear- 
ings and is forced fan cooled. Three 
types of plants available — manually 
started; remotely controlled self-starting 
or fuli automatic. Electrically shielded 
to prevent radio interference. Dimen- 
sions — 20” wide; 34” high; 42” long. 
MADE BY ...D. W. Onan & Sons, 43-51 
Royalston Ave., Minneapolis. 





FLUSH TYPE FIXTURE 





FEATURES . . . Constructed of heavy 
gauge steel. Key slots for mounting to 
any outlet box. Running thread assembly 
with knob and lockup coupling. DETAILS 
... Will take two 60-watt lamps. Chrome 


finished. "Empire" (illustrated) avail- 
able in four sizes. Diameters of glass 
bowls from 8” to 14”. MADE BY... 
The Gleason Sales Co., 35 S. Desplaines 
St., Chicago. 
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RESISTOR 





FEATURES . . . Standards suggested for 
use in research and testing. Adjusted 
in terms of the absolute ohm which will 
become effective in 1940. Of stable de- 
sign and construction. In accordance 
with preliminary announcement of the 
International Committee on Weights and 
Measures, this unit is taken as having the 
following relation to the International 
Ohm. One International Ohm equals 
1.00048 Absolute Ohms. DETAILS ... 
Lists at $100. MADE BY ... Leeds & 
Northrup Co., 4908 Stenton Ave., 
Philadelphia. 





TEST PLIER 





{ 


ee é J 
FEATURES . . . For use when working 
on 110, 220, 440 or 600 volts. Can also 
be used for pulling 30 to 200 amp. 
fuses. DETAILS ... Length 834”. Made 
of laminated fibre. Only one hand 
needed for testing. Test lamp may be 
replaced by removing cover. MADE BY 
. . « Star Fuse Co., 235 Canal St., New 
York. 





SENSITIVE RELAY 





FEATURES . . . High degree of sensi- 
tivity, contact torque at pull-up, and 
constant drop-out, made possible by use 
of nickel alloy in magnetic circuit. DE- 
TAILS . . . Available with single pole, 
double throw contacts. Coils available 
for currents from 1.5 to 450 M.A. 
Knurled nuts facilitate adjustments of 
silver contacts and armature spring ten- 
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sion. Furnished with bakelite base ap- 
proximately 2” square. May be mounted 
in any position. MADE BY ... Ward 
Leonard Electric Co., Mount Vernon, 
New York. 


COMBINATION DIFFUSER 


/ 
f — NJAMIN \ 


~~ 


FEATURES . . . Accommodates one 400- 
watt mercury lamp and three 150 or 
290-watt incandescent lamps. Light from 
these thoroughly mixed within opal dif- 
fusing glass globe. Apertures in reflector 
top allow 10 per cent of light to reach 
ceiling. DETAILS . . . Ventilated con- 
struction assures safe operating tem- 
peratures. Reflector is dome-shaped, 
porcelain enameled steel. White finish. 
Two-piece hood with screens at openings 
to prevent insects from entering globe. 
Fitting is X-type with spider-type cast 
aluminum nut; tapped |/2” standard, 34” 
if specified. Unit is 24!/2” in diameter. 
MADE BY ... Benjamin Elec. Mfg. Co.., 
Desplaines, Ill. 


CONVENIENCE OUTLET 





FEATURES ... Duplex outlet. Body part 
measures 2/4,” x 1”, so can be mounted 
in any outlet box. DETAILS .. . Bosses 
of thick bakelite. Contacts of bronze, 
anchored in bakelite body. Insulating 
barriers over wiring cavities. Yoke of 
non-corrosive finish. Terminal binding 
screws accommodate No. 12 wire. Back 
plate of non-warping Micarta. Ap- 
proved. Catalogued as HI42. MADE 
BY ... The Bryant Electric Co., Bridge- 
port, Conn. 





RHEOSTAT DIALS 








@®@ 





FEATURES .. . For manufacturer's line 
of rheostats. Large dial is 5!/.", smaller 
model is 2 3/16". DETAILS ... Plates 
are brass and etched black. Calibrated 








numerically and read directly in per- 
centages of resistance in circuit. Areas, 
instead of lines, indicate zero and one 
hundred positions. Large dial has two 
holes for mounting to panel. Small one 
held to panel by same nut which holds 
rheostat. MADE BY ... Ohmite Mfg. 
Co., Chicago. 


TRANSFORMER TERMINAL 


[ | 





FEATURES .. . Clamp connector for ter- 
minating cables to copper bars extend- 
ing from each side of current trans- 
formers. DETAILS . . . Consists of cast 
iron body, with '/2” hole tapped through 
bottom section. Bolt passes through 
hole in bar, and into body hole, where 
it forces pressure bar solidly against 
cable. Readily tapped. Accommodates 
range of cables and can be pivoted upon 
bolt to permit cable tap-off at any 
angle from bar. MADE BY .. . Burndy 
Engineering Co., Inc., 459 E. 133rd St., 
New York. 





BENCH LAMP 





FEATURES . . . Suggested for use in 
industries where color matching is done. 
Light produced simulates daylight. Car- 
bon monoxide tube. DETAILS . . . Guar- 
anteed for 5,000 hours. Dimensions—22” 
long; 12” wide; 18” high. Pyrex tubing 
forming grid is mounted on white por- 
celain enameled reflector. Entire unit 
mounted in steel case. Transformer 
equipment mounted in separate cabinet. 
Catalogued as Model F. MADE BY... 
Barkon-Frink Tube Lighting Corp., 23-10 
Bridge Plaza South, L. |. City, N. Y. 
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VARNISHED CAMBRIC e RUBBER POWER CABLES e BUILDING WIRE ¢ RADIO 





MAGNET WIRE e BARE WIRE 
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WIRED WITH 


CRESCENT 
ENDURITE 


INSULATED WIRE AND CABLE 


saquos 


o 


Represented here is one of the largest Government low cost 
housing projects, completed in recent years, using millions 
of feet of CRESCENT ENDURITE Rubber Insulated Building 
Wire and Cables conforming to Federal Specifications JC-106. 


It is on such low cost, highly competitive jobs that the uni- 
formity, excellence and easy fishing quality of CRESCENT 
Wire fit perfectly into the picture, providing low cost installa- 
tion and, at the same time, a guarantee of a profitable return 
to the contractor. When you handle CRESCENT wire you 
are assured of maximum customer satisfaction resulting in 
better business for you. 
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RESCENT ENDURITE SUPER-AGING INSULATION ® WEATHER PROOF WIRE 
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NEWS 


NAMES 
apn FACES 


Hamilton Directs 
Dumore Sales 


R. L. Hamilton has been promoted 
to sales manager by the Dumore Co., 
Racine, Wis. He succeeds Leland B. 
Augustine who has taken over the Chi- 
cago territory. Hamilton became ad- 
vertising manager of the company fol- 
lowing his graduation from Notre 
Dame in 1934. In 1936 he also took 
over the duties of sales promotion 
manager. 


American Electric 
Holds Sales Meeting 


A short time ago the sales crews of 
the St. Joseph, Kansas City and Wichita 
houses of the American Electric Co., 
gathered for the annual sales meeting. 
Manufacturers’ salesmen discussed their 
respective lines and sales policies for 
the ensuing year were formulated. 


San Diego G.E. 
In Larger Quarters 


The gents at the San Diego house of 
the General Electric Supply Corp. are 
right proud of their new home at 205 
Market St. Especially the salesmen who 
make use of the complete display room. 
They bring in their customers and let 
‘em see all the products “in the flesh.” 
The warehouse is well arranged for fast 
service. 


Trico Appoints 
Representatives 


Trico Fuse Mfg. Co. has appointed 
the Industrial Power Equipment Co., 
Fort Worth, Tex., as representatives in 
that state. The Machinery And Equip- 
ment Sales Co., Baltimore, is selling 
Trico products in Maryland and Walter 
J. Sciutti, Jacksonville, is representing 
the firm in Florida. 
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Rhodes 
To Hartford 


The executive and general sales 
offices of M. H. Rhodes, Inc. have been 
moved from Rockefeller Center to the 
factory at 30 Bartholomew Ave., Hart- 
ford, Conn. 


Barkon-Frink Under 
Mercury Tube Patent 


The Barkon-Frink Tube Lighting 
Corp., 23-10 Bridge Plaza South, Long 
Island City, N. Y., has been granted a 
license by the G. E. Vapor Lamp Co. 
for the application of low pressure 
mercury tubes to commercial lighting. 

The company is now in a position to 
offer one coordinated designing, engi- 
neering, and manufacturing service for 
all types of modern gaseous tube illumi- 
nation. Ewart C. Hugh, formerly with 
the G. E. Vapor Lamp Co., has been 
named vice president in charge of sales 
of the commercial lighting division. 


George Stickney 
Decides to Rest 


After devoting 41 years to the elec- 
trical industry, George H. Stickney has 
retired as consulting illuminating engi- 
neer of the General Electric Co. From 
now on he will devote his time to his 
hobbies—traveling and reading. 

He designed the first radial wave re- 
flector for street lighting and the first 
semi-indirect luminaire for incandescent 
lighting. He is a fellow in the Ameri- 
can Association for the Advancement of 
Science and the American Institute of 
Electrical Engineers. He graduated 
from Cornell in 96. During the World 
War he was president of the Illuminat- 
ing Engineering Institute. It is be- 
lieved that he is the only member of 
that group to attend every meeting 
since its inception. 


PROSPERING. P. Keim, pipe-smoking 
buyer and R. J. Valentine, salesman of 
the Poll Electric Co., Toledo, are with a 
firm that is doing things. Floor space 
has been doubled and an adjoining 
space acquired, so customers can forget 
the parking hoodoo. Valentine tells us 
that Keim is a champ pipe collector. 


NEW HOUSE in Pittsburgh. The Tri- 
angle Electric Supply Co. opened its 
doors this fall at 410 First Ave. as a 
distributor of supplies, fixtures and 
small appliances. Most of the boys of 
the house were formerly with the 
Price Electrical Supply Co. of that city. 


CLEVELANDER. H. W. Allen heads 
the Allen Electric Co., one of the oldest 
established houses in town. His firm 
is now in a new modern building at 
2120 E. 19th St., with floor space of 
28,000 sq.ft. and all the fixin’s. 
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ass. 
LOAD 
Stops needless blowing 


You can load an ordinary circuit right up to 
capacity and yet protect it with a 15 ampere 
Fustat. Its long time-lag keeps it from blowing 
needlessly as when motors start on washing 
machines, refrigerators, oil burners and the like. 

By eliminating needless blowing, the Fustat 
wipes out the only possible excuse for tampering or 
using over-size fuses. Yet the Fustat... 


Stops overloading of circuits 
The Fustat cannot be replaced with a penny or 
other substitute for the fuse — or with a size too 
large to protect. In fact, side-tracking protection 
in any way is practically impossible without 
destroying Fustat or Adapter and thereby clearly 
showing the user that his protection is gone. 





Fits present fuseholders 


Thru the use of an inexpensive adapter 
that locks in place, the Fustat fits in any 
standard Edison base fuseholder. 


On new jobs, you can specify that panels, Me 
switches, etc., be equipped with Fustat bases. at 734c 


~ 

















ED CIRCUITS don’t worry FUSTAT users 


If additional circuit capacity is needed, users 
cannot readily side-step the issue — at the sacri- 
fice of safety. 

Destruction of circuit wiring is prevented — 
fire hazards are reduced — costly shutdowns and 
expensive repairs are avoided. 


Prevents hazardous burnouts of flexible 


cords — in spite of long time-lag 
The Fustat contains a fuse. The ability of a fuse 
to protect against dangerous cord shorts, grounded 
sockets, etc., is well known. 
The quick action of the Fustat on such dang- 
erous “household shorts” prevents spraying of 
molten metal, starting of fires, burning of users. 


Answers today’s demand for 


trouble-free circuit protection 
What other device than the Fustat can per- 
mit circuits to be loaded to full capacity — yet 
prevent dangerous overloading . . . make safe 
protection remain safe . ; . protect against dang- 
erous cord shorts : ; . and eliminate needless 
blows and service interruptions? 


Using Fustats for circuit protection — is just good business 
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SCHOOL’S NEVER OVER for the boys in the electrical field. In January, Trum- 
bull held a two-day session at the Ludlow, Ky., plant for their own men and 64 


wholesalers’ salesmen. 


Stanley S. Gwillim, Robert C. Graves and Richard C. 


Lipps were the able school masters. 


NEWA Meeting 
Again at Hot Springs 


NEWA’S thirtieth annual conven- 
tion will get under way at The Home- 
stead, Hot Springs, Va. on Sunday, 
May 22. That day members of the 
executive committee will convene. Com- 
modity committee meetings will start 
the following day. 

During the meeting, successors will 
be named to replace W. F. Perry of 
South Carolina, H. H. Tully of Penn- 
sylvania, L. W. Korsmeyer of Nebraska 
and L. E. Reid of Missouri, on the 
executive committee. The convention 
will adjourn on Thursday, May 26. 


G.E. Supply, Charlotte, 
Again In Show Business 


Once again, General Electric Supply 
Corp. is taking part in the Winter 
Market of the Southern Furniture Ex- 
position at High Point, N.C. Their 
exhibit is located on the sixth floor of 
the 10-story Exposition Building. The 
firm is showing the Hotpoint line of 
major appliances and General Electric 
cleaners. 


B. ]. Mockenhaupt 
Has Walker Bros. 


B. J. Mockenhaupt & Co., Chicago 
manufacturers’ representatives, are now 
handling the wire, cable and conduit 
lines manufactured by Walker Brothers. 
Mockenhaupt and associates are selling 
the products in southern Wisconsin, 
Illinois and the state of Iowa. 


Indianapolis 
Holds Industrial Show 


Industrial buyers of Indianapolis and 
vicinity swarmed into the Murat The- 
atre on March 2, 3 and 4 to view the 
latest products for use in their plants. 
The show was sponsored by the local 
purchasing agent group. 

Those responsible for the success of 
the show were: Paul H. Keller of 
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Peerless Electric Supply Co., Frank C. 
Thompson of the Link Belt Co., Louis 
Moller of the Carter-Lee Lumber Co. 
and George Stalker of the W. J. Holli- 
day Co. 


Westinghouse Schools 
Refrigeration Service Men 


Westinghouse has organized two fly- 
ing squadrons to tour the country and 
hold schools for the sale, application, 
and installation of its commercial re- 
frigeration systems. Thirty sessions will 
be held, with headquarters executives 
in charge. B. C. Davison and G. C. 
License will head up thé western swing, 
while William Robertson and Stephen 
Volcker will run the eastern meetings. 


Universal Electric 
Takes Bryant And Wiremold 


The sales force of the Universal Elec- 
tric Co., Muncie, Ind., is now pushing 
the Bryant and Wiremold products 
along with its other lines. 





Bureau of Census Begins 
Survey of Wholesale Trade 


Recognizing the growing need for 
current information on wholesale trade, 
the Bureau of the Census, is starting a 
survey on a major sample basis for the 
first quarter of 1938 and for each quarter 
of the calendar year 1937. 

Electrical wholesalers have already 
received forms on which to report sales 
and payroll information for the periods 
covered by the survey. Since all in- 
formation will be collected and compiled 
for identical establishments it will b: 
possible to directly compare sales and 
payrolls for five consecutive quarters. 
Definite trends may thus be discovered. 
Information on terms of sale will also 
be reported. 

In deciding on the questions to be 
asked of electrical wholesalers the Bu- 
reau followed its usual policy of obtain- 
ing suggestions as to the scope of the in- 
quiry and information that will be most 
valuable from trade associations, trade 
papers and wholesalers themselves. The 
result is that the questions asked are few 
in number but at the same time will sup- 
ply valuable and significant facts on 
wholesaling today. 


Chicago Group 
Re-elects Whiting 


Fred T. Whiting of the Westing- 
house Elec. & Mfg. Co. was re-elected 
president of the Chicago Electric Asso- 
ciation at a recent meeting. He carried 
his slate. J. Norman Pierce of the 
Pierce Electric Co. was re-elected 
treasurer and A. A. Gray continues as 
secretary. 


Tri-State, Maryland, 

Still Growing 

The Tri-State Electric Supply Co., 
Hagerstown, has opened a branch house 


at Cumberland, Md. Bill Ramsay has 
moved there as manager. 


SHOWROOM in the new home of the U. S. Electrical Supply Co., New York. 


Only a small portion of the room is seen but it tells the story. 


are wired in. 


All fixtures 


Plenty of space is provided for displaying small appliances, 
giving the customer a wide selection to choose from. 


If they get tired they 


can sit down and have a game of bridge or tit-tat-toe. 
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MEN ON 
THE MOVE 


Jack Seekamp is now department 
| store sales representative for Norge. He 
has been with the firm for several years 
and has a broad acquaintanceship in 
| that field. 























































* 


F. A. Dodge is with J. S. Jacobson 
Co., Chicago, representatives for Hat- 
field Wire and Cable Co. Dodge works 
with wholesalers, contractors and archi- 
tects. He was formerly sales manager 
of the American Metal Moulding Co. 
and the American Steel Pipe Co. 


* 


Charles N. Willard, formerly of Los 
Angeles, has been added to the Rocky 
Mountain staff of the Edison General 
Electric Co. 

* 


E. L. Williams of Frigid: district 
manager at Los Angele iot Pacific 
regional household sales n iwer as re- 
ported last month. 





* 


R. P. Tolles, division sales manager 
of the Eastern division of the National 


| Carbon Co., has been transferred to the 
We- ay | Pacific Coast division, succeeding the 
| 


| late C. B. Clendenen. 


* 


AC CIRCUIT BREAKER | J. H. Pieper has been named general 


| warehouse supervisor for Reader’s 

Wholesale Distributors, Houston. He 
DOUBLE PROTECTION! The New @ AC Circuit Breaker is especially was formerly with Herman Sales Co., 
adapted to range and service equipment — and light and appliance | ~*" cman 
branch circuit panelboards, up to 40 circuits . . . For 125 volt AC 


service ... 5 to 50 amperes. | Harry Chamberlain is a member of 
the sales force of Appliance Distribu- 
In addition to being trip free — non-closeable on overloads and short tors, Inc., Buffalo. 

circuits, there are 2 distinct advantages built into this exclusive o 


thermal type @ AC Circuit Breaker: 


* 


Harold V. Langmaid has joined the 


(1) It assures automatic, positive protection against short circuits or executive sales staff of Hygrade Syl- 
sustained overloads, vania’s lamp division. He was formerly 
(2) It is designed with the proper time lag characteristics that prevent | president of the Essex Tanning Co. 


needless circuit interruptions when momentary overload occurs. + 


Automatic T , Automatic Res of Ray Robinson is selling appliances 
7 oe for Westinghouse Supply, Los Angeles. 
: ’ He used to get his pay check from Lis- 
When an overload or short circuit occurs the @ Circuit Breaker is | tenwalter and Gough of the same town. 
automatically tripped —the tripping action automatically causing 
the handle to move to the “OFF” position . . . With the same action, | 
the thermal element of the breaker is automatically reset — which R. L. Bond - ee anal 
it i yaukee > > was transterred tron 

means that it is only necessary to return the handle to the “ON” waukee house. He was transte 


s4: Chicago. 3efore joining Graybar he 
position to restore service. spent 12 years in the wiring game. 


Cc . 
SP) ank Adam A. D. Silva has been made chief radio 
engineer of Noblitt-Sparks Industries, 


akers Arvin li f radios. 
ELECTRIC COMPANY Inc., makers of the Arvin line of radi 


3efore joining Noblitt-Sparks, he was 
aseinseaeees with Atwater Kent. 


* 
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A few of the products in 
the complete RACO e 
ALL-STEEL e PROD- 
UCTS line. 


Switch Box MC—with 
XL clamps for armored 


aa 
HN 
Jay-Kay Box 
DO-25 N- JK —refined 
J-K clamps on outside 
provide more wiring room 


Switch 
Box 
MF—for 
cable, with 
adjustable 
fixture 
bridge 


GET A GOOD HOLD AND 
THE MATCH IS YOURS 


@ Salesmen eliminate unnecessary 
“wrestling,” save time and make more 
money when they sell products that 
have won approval. 

RACO* ALL-STEEL * PRODUCTS 
give you a profitable grip on the wiring 
field because of their years of acceptance 
by the trade and user. 

RACO ¢ ALL-STEEL * PRODUCTS 
have been developed by modern, com- 
petent engineering to meet each of the 
many complicated wiring job require- 


ments in a clean, workmanlike manner. 


There is a total of more than 40 years of 
experience behind the products carrying 
these well-known trade-marks, which is 
your assurance of the continuation of 
quality, dependability and salability. 

The completeness of the line and the 
advanced design of each product benefit 
your customers. 

You can meet the special needs of 
each locality. Get all the facts about 
RACO ¢ ALL-STEEL *¢ PRODUCTS. 
Send for the catalog illustrating the 


complete line, today. 








feacos RACO - ALL-STEEL - PRODUCTS ASE 


Switch Boxes « Outlet Boxes « Cutout Boxes « Cabinets « Fuse Boxes « Conduit Fittings 


DISTRIBUTED NATIONALLY BY 


All-Steel-Equip Company, Incorporated 
627 John Street Aurora, Illinois 


FACTORIES: SOUTH BEND, INDIANA AURORA, ILLINOIS 


Cable Box 
DO-22N- equipped with 
external mounting ears 
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PERFECTED PRODUCTS OF OVER FORTY 
YEARS OF ENGINEERING AND RESEARCH 


SPECIFY OLIVER FOR 
LONG-LIVED POLE LINE HARDWARE 


Throughout the country, 
thousands of miles of trans- 
mission lines equipped 
with Oliver Materials bear 
silent testimony to the 
unusually long life built 
into all Oliver Pole Line 
Materials. 







































Uniformly fashioned 
from the best quality, new 
rolled, open hearth steel 
with the utmost skill and 
precision and heavily pro- 
tected with zinc by the 
Oliver Double Dip Hot 
Galvanizing Process,Oliver 
Pole Line Materials just 
naturally possess a remark- 
ably long life that pays 
rich dividends on the origi- 
nal investment. 








OLIVER IRON AND STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 


LIVER arm MATERIALS 











PR VED : —— ion SINCE 1894 
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Major M. Anderson is selling Hot 
point refrigerators in southern Califor 


|nia. Before affiliating with Hotpoint, 


he was with the Los Angeles house of 
G. E. Supply. 
* 


Charles W. Stokes is calling on the 
Chicago trade for J. L. Kaplan Elec- 
trical Sales Co., Chicago. He is a well 
known electrical engineer. 


* 


O. F. Stroman, C. B. Stainback and 
Bernard Lester have been upped by 
Westinghouse Electric & Mfg. Co. 
Stroman, formerly manager of indus 
trial sales is now assistant to the vice 
president in charge of sales. Stainback 
takes over Stroman’s job and Lester 
heads the newly formed resale depart 
ment. 

* 


Edward Streckfuss, Willard Ans- 
paugh and Charles C. Forster have 
joined the sales force of the Welsbach 
Sales Co., Cincinnati. 


* 


Lawrence Jennings has been pro 
moted by General Electric to super- 
visor of central station appliance sales. 
For the past year he was specialty ap 
pliance representative in Philadelphia. 


* 


C. W. McMullen has been made man- 
ager of Frigidaire’s standards division 
Before the boost he was assistant chief 


inspector. 
* 


L. P. Moyer of the General Electric 
Co., Nela Park, is now head of maga 
zine advertising for the lamp depart- 
ment. He succeeds J. W. Dunbar who 
was recently transferred to the general 
company. Moyer is assisted by P. C. 
Sowersby, for a number of years a mem- 
ber of the company’s news bureau at 
Schenectady. 

* 


J. P. White is now at Graybar’s 
Mount Vernon, N. Y. house as service 
supervisor. He was formerly at New 
York City. E. A. McGrath has gone 


from Mount Vernon to New York. 


MEETINGS AHEAD 


French Lick, Ind.—The Lake Michigan 
Club and the Missouri Valley Club will 
combine their spring meetings and 
assemble from April 28 to 29. Details 
may be had from A. J. McGivern, 600 
W. Jackson Blvd., Chicago. 





Houston, Tex.—The Petroleum Indus- 
try Electrical Association will meet at 
the Rice Hotel from April 13 to 15. 
The secretary, H. E. Rice, can be 
reached at P. O. Box 60, Independence, 
Kan. 


Memphis, Tenn.—A machinery and 
power show will take place at the 


DESIGN FOR HIGH SEEABILITY* 


... With 























In modern plants, good seeing is a prerequisite to good work- 
manship both night and day. A design for “high seeability” 
may begin at the windows, but comes to a head in the plans for 
lighting after daylight fades. 

Today, when your customers plan new or modernized in- 
dustrial buildings, be sure to recommend General Electric 
MERCURY lighting when “high seeability” illumination and 
low operating costs must be combined. By stocking “‘Mercurys,”’ 
you can offer higher light output for the same energy costs 
ordinary lighting would require. 

With this saving in view, a lighting system can be engi- 
neered to meet the needs of modern production methods on 
every count: A high level of illumination properly diffused and 
distributed, with provision for flexible control. 

Have the complete facts on General Electric Mercury Lamps 
at your finger-tips. For complete information, write either 
address below: 








MODERN 
MERCURY 
LIGHTING 








The 400-watt Mercury 
Lamp gives as much as 
80% greater light output 
(in lumens per watt) 
than other available 
light sources. 


The General 

Electric auto- 

transformer has 

been designed 

specifically for use 

with the General 

Electric Mercury 

Lamp. Order this auxiliary equip- 
ment from the General Electric 
Vapor Lamp Company. 





GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. Incandescent Lamp Department 
891 Adams Street, Hoboken, N. J. Dept. 165, Nela Park, Cleveland, Ohio 
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makes KILLARK FITTINGS 
the perfect choice | 


Out in the mountainous regions of Utah stands | 
today a Juniper Cedar reputed to be older than | 
Christendom; twisted, turned, and bent by cen- 
turies of exposure to destructive forces. But, it | 
is still alive! 

Fittings, too, need flexibility and it is built into 
every one made by Killark to give them longer 
life—a life that is measured by its resistance to 
More than 1500 styles. the forces of destruction—abrasion, heat, light, 


impact, an on. 
Each one made to do a par- pact, d so 


ticular job and to do it well. To those who know, this quality is vital—so 
Send for catalog. vital that we use only the finest malleable 
procurable. 


Sell them for every job and gain the good will 
of Contractors every time. | 


KILLARK ELECTRIC MFG. CO. 


Easton and Vandeventer Ave. St. Louis, Mo. 
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Municipal Auditorium, May 19-21. It 
is sponsored by the Joint Oil Mill Su- 
perintendents’ Association. 


St. Louis—Members of the National 
Association of Purchasing Agents will 
meet from May 23 to 26 at the Hotel 
Jefferson. The secretary is G. A. 
Renard, 11 Park Place, New York. 


Wy wharwars 


Harry Caughlan 


Harry Caughlan, who represented the 
Electrical Supply Co., Des Moines, died 
January 14 from a heart attack. 


William Randall Collins 


William Randall Collins, 53, associ- 
ated with the General Cable Corp., in 
the sales departn.ent, died of heart 
disease at his home in Evanston, IIL, 
March 6. Mr. Collins was born in 
Newport, Ky. He was a graduate of 
the Armor Institute of Technology and 


| spent many years with the Packard 


Lamp Co. He is survived by his widow, 
Mrs. Lillian McDaniel Collins; a daugh- 
ter, Helen Katherine, and a brother, 
Charles. Mr. Collins had been in ill 
health for the past half year and just 
previous to his death, had arranged for 


| a six-months’ leave of absence. 


Harvey ]. Gebler 


Harvey J. Gebler, 47, a member of 
the sales department of the Greusel 
Distributing Co., Milwaukee, died Feb- 
ruary 27, at his home in that city. 
Prior to joining the Greusel firm three 


| years ago, Mr. Gebler had been associ- 


ated with the old G. Q. Electric Co. 
He is survived by his wife, a daughter, 
his father and three sisters. 


Perry C. Tiedeman 

Perry C. Tiedeman, age 69, who re- 
tired as vice president of The Standard 
Electric Stove Company on December 


| 31, died of apoplexy in St. Vincent’s 


Hospital in Toledo on February 25. Mr. 
Tiedeman became actively associated 
with Standard Stove in 1926, and con- 
tinued in the business until his retire- 
ment. 


John Lewis 


John Lewis, one of the pioneers of 
the refrigeration industry, passed away 
last month at his home in Greenville, 
Mich. He was general manager for 
many years of the Gibson Electric Re- 
frigerator Corp. At the time of his 
death, Mr. Lewis was 83 years old. He 
was born in England, but came to this 
country in 1873, just a few years before 
the Gibson company was organized. He 
joined that company in 1909. 
















ANNOUNCING-— 
BIRDSEYE'S Sensational 


TUBULAR LAMP 


NEW 


Side-Silvered — Self-Reflectin g—I nside-Silvered 


SHOW CASE COVE 


BENC 


DELIVERS A TORRENT OF LIGHT: Optically correct position of filament coupled 
with a reflecting surface of real silver delivers a veritable flood of light. Spring 
contact base provides accurate adjustment of the beam. The 25 watt Inside-Silvered 
Birdseye Tubular Lamp often creates higher lighting levels than an ordinary 40 watt 


lamp in an exposed reflector. 


LONGER LIFE ON THE JOB: Special Double Coil filament is locked in position 
by three sturdy metal supports radically reducing vibration and making possible an 


average burning life of 1,000 hours. 


NO REFLECTORS TO CLEAN: The reflecting surface is sealed imside the bulb 
where dust and dirt cannot impair its efficiency. Dust collecting reflectors may be 


discarded entirely. 


For show cases and refrigerators; shadow boxes; desk lamps; louvres, troughs and 
panels; and for individual machine and inspection bench lighting these amazing 
lamps produce vastly better illumination without increasing current consumption—and 
they last longer wherever vibration is a factor. Write for full details of these and 


other Birdseye Reflector Lamps, each especially designed to do a specific lighting job. 


BIRDSEYE REFLECTOR LAMPS 


100 East 42nd Street, New York, N. Y. 


INTENSIFYING SPOTLITE COLORED SPOTLITES 





fe: 
ak A 
pact eta 





DIRECT 





H LIGHTING 





SPECIFICATIONS 

FIRST — Inside-Silvered 
T-10 lamp. 

FIRST— Gas filled T-10 
lamp. 

FIRST— Double Coil T-10 


lamp. 
(In standard voltages) 


Wattages—25 & 40 watts. 


Frostings—Standard, Blue 
Spray (color correction) 
and full range of colors. 


Filament—Special Double 
Coil with triple all- 
metal support. 


Life—1,000 hours aver- 


age in actual service. 








Factory 
Gloucester, 
Mass 


Reg. 
U. S. Pat. Off. 





INDIRECT SPIRAL 


SPIRAL 














Highly concentrated 
beam with moderate 
horizontal diffusion. 






All rays thrown up- 
ward in a powerful 
punch of light. 


All beams concentrated 
downward on the work 
area. 


A full TAN BE of colors 


with standard or 
Swivel Bases. 














95% 


Upward light 
thrust. 5% Downward 
diffusion. 


bh. 


% Upward diffusion. 


5% Downward pun 


| 
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A Bright Idea 


Here’s a “bright” idea that caught 
fourteen prospects the first night it was 
tried. The Swank Hardware Co., 


Johnstown, Penna., placed an electric 
refrigerator just outside the main en- 
trance of their store. This was bright- 
ened up with a neon sign and two floor 
lamps. Two salesmen were stationed at 
the display each evening until 10 o’clock. 
Lots of people stopped in passing to see 
what it was all about. It was then up 
to the salesmen to turn them into 
prospects.—Hardware Age. 


Dealer 
Unrest in Radio 


Many radio dealers are dissatisfied 
with their present leading set line. 
Basic reason for this is that the dealers 
were oversold at the beginning of the 
season and did not have the shock- 
absorbing fortitude to stand pat when 
sales slumped. Now they say they will 


feature some other make—‘just as 
soon as our stock of X sets is down 
so we can afford to do it.” This is a 


mistake. The fact is that the value of 
a dealer franchise for any reputable set 
(or any other electrical appliance) does 
not fluctuate violently. A dealer who 
switches after having pushed a certain 
make for some time simply is giving 
one of his competitors—or a newcomer 
—a chance to lick up the gravy of his 
own effort. The moral is—stick by the 
manufacturer who has treated you 
right. The rolling dealer gathers little 


profit—Radio Retailing 


What Makes a 
Retail Outlet Good 


There are a lot of angles to consider 
in judging whether a retail outlet is 
any good or not, but here are the basic 
ones: 1. Integrity of the management. 
2. Merchandising ability. 3. Business 
management. 4. Financial resources to 
support 2 and 3.—Printer’s Ink 
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They Came For 
Old But Bought New 


The Ross Appliance Co., St. Louis, 
had a sale of reconditioned trade-in 
refrigerators. This was promoted not 
so much to sell the old as to get ice 
users into the store and then talk to 
them on the merits of electrical refrig- 
eration. One man came in to buy a 
used refrigerator for $39 and was sold 
a new one at $195. During the week 
of the sale only one used ‘box’ was 
sold. Everyone wanted the new when 
they saw them.—Radio Weekly. 


Organize 
Your Territory 


The volume of business a salesman 
gets from his accounts is often deter- 
mined by the way he organizes his 
work. This is the system used by one 
successful salesman for the past twelve 
years. Ona card 3” x 5” he lists the 
name and address of each account to- 
gether with other data such as the best 
time of day to be seen, etc. These cards 











“I've got enough chow here 
for a week. This time I stay.” 
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From ten 


are kept strictly up to date. 
to twelve cards are bound by a rubber 


band fo- each day’s work, arranged so 
as to save traveling time. Each day the 
salesman takes the first bundle of cards 
out of his file and has a complete day’s 
work. When finished the bundle is 
placed at the back of the file again. 
About five days before he is to call on 
a certain day’s work he takes those 
cards out and mails a postal to each 
account saying that he will call on a 
certain day. The result is that he 
knows who he is going to call on every 
day and the account knows he is com- 
ing. It works and is worth ten times 
the trouble—Sales Scrap Book 





For A 

Quick Clean-up 

The Otto Electric Co. of Royal Oak, 
Mich., finds that it pays to have their 
electricians carry a hand vacuum 
cleaner in their kits. This speeds the 
clean-up work on extra outlet and 
range plug jobs and makes a better 
impression on the customer than bor- 


rowing a broom. Sometimes it sells 
a cleaner.—Electrical Contracting. 
Why Not 


Appliance Servicing? 


A service which might be offered by 
some smart young electrical engineers 
—or by already established dealers—is 
that of regularly inspecting and servic- 
ing domestic electric appliances. For 
a fixed charge, possibly $5 a year, a 
man might inspect the electrical appli- 
ances and equipment in a home every 
three months and make such adjust- 
ments or repairs as were required. If 
the vacuum cleaner was out of order, 
he’d repair it; if a lamp cord was 
frayed and dangerous, he’d replace it; 
if the radio needed new tubes, he’d in- 











General Electric’s announcement of brighter 
Mazpa lamps and new low prices offers you 
and your agents many new profit-making 
opportunities. For instance: 


1. Get new lamp agents—With 
brighter Mazpa lamps and new low prices, 


new 


it is easy to convince retailers of the advan- 
tages to customers’ eyes and pocketbooks 
through using Jamps of uniform high quali- 
ty. It helps you sign up new lamp agents. 


2. Get more commercial contracts 
-You will find that G-E’s big double- 
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announcement gives you a great advantage in 
getting more commercial and industrial con- 
tracts than ever before. 


3. Suggestagents fillempty sockets 

Tell your agents that an average of 10% 
of the residential sockets in every community 
are empty or contain burned-out lamps. 
This represents a tremendous market right 
in their own neighborhoods. 


4. Sell more higher wattage lamps 
—The 150-watt lamp is only 20c, and the 
200-watt 30c. Mazpa 


lamp Three-Lite 
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lamps have also been reduced in price. Urge 
your agents to feature these sight-saving 
sizes and so give their customers a real light 
conditioning service. 


5. Make spring season larger—This 
double announcement should stimulate lamp 
buying at the important spring houseclean- 
ing season ... make your spring season larger 
than ever... bring more people into your 
agents’ stores and help them sell more lamps 
to every customer. Tell your agents to try 
selling customers extra lamps to keep on hand 


as Spares. 



























































A. C. Automatic 
Motor Starter 


non-reversing 
across the line type 
with three-position 
selector switch in cover 


“AUTOMATIC™ position permits operation 
from remote station or pilot device. 


“OFF" position starter is inoperative. 


“HAND” position starter is in "On" posi- 


tion and is operative only from local position. 





You will have call for this Motor Starter. Send for bulletin num- 
ber 4002 so you can answer questions and make quotations. 


WARD LEONARD 
ELECTRIC COMPANY 


30 SOUTH STREET, MOUNT VERNON, N. Y. 
Electric Control Devices Since 1892 
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No. 130 "LATROBE" 
ADJUSTABLE WATERTIGHT 
FLOOR BOX 


No. 130 Box with No. 207 Bell 
Nozzle. Cut-away view illus- 
trates how tapered unit recep- 
tacle fits tapered opening in 
adjustable ring. Design elimi- 
nates many small parts. Cover 
plate 34”—overall height 34”. 








Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 
and industrial work. 





t 
No. 110 "LATROBE" Catalog on request 


WATERTIGHT BOX 


No. 284 DUPLEX 
RECEPTACLE NOZZLE 


Cut-away view of No. With 4” brass pipe ex- 


110 Box showing how Ff, D tension. Neatest and 
the tapered unit recep- ll %. most compact fitting 
tacle fits tapered open- - obtainable. Also 


avail- 


ing in top of box body. able with 3” pipe ex- 
The last word in design, CATRoOBE ° PENN: tension. Fullman alsd 
appearance, and sim offers Duplex Tele 


plicity of installation phone Nozzles. 

















| 


stall them. The only additional charge 
would be for materials used. Ideal 
location for such a venture would be a 
city of about 25,000 population where 
a large enough list of customers willing 
to insure successful operation of their 
appliances might be available. To make 
the undertaking even more profitable, 
it might be possible to equip a trailer 
with small appliances and lamps which 
could be sold to customers. Appliance 
service is a knotty problem to both 
dealers and utilities. This is one sug- 
gestion for handling it—Electrical West. 


Operating Costs 
For Table Appliances 


Here’s a handy guide for figuring 
out the cost of operating table appli- 
ances in case prospects want to know. 
Average kilowatt hour consumption per 
appliance for four weeks’ meals is: 
Roaster 1200 watts (49 kw.-hr.); cof- 
fee maker 550 watts (9.3 kw.-hr.) ; hot 
plate 660 watts (6.4 kw.-hr.); waffle 
iron 660 watts (2.4 kw.-hr.); toaster 
400 watts (2.2 kw.-hr.).—Retail Ledger. 


Personal Appeal 
Gets Under the Skin 


Lucas-Kid Norge Co., Anderson, 
S. C. recently used a personal appeal 
to help break down sales resistance. 
They advertised: “Our sales force will 
receive a bonus for each unit placed in 


any home, regardless of the outcome of 


the demonstration.” This gave sales- 
men the chance to inject the personal 
element into the offer to place a re- 
frigerator in the prospect’s home on 
trial. The bonus was $1 per demonstra- 


| tion during a week’s campaign. Aver- 


age closed sales obtained from these 
demonstrations ran about 66 per cent. 
—Electrical South 


Saving Your 

Waiting Time 

Salesmen’s waiting time may be cut 
down by: (1) Calling on busy buyers 
early in the morning or during the less 
crowded hours. (2) Working on 
stormy days, when customers will be in 
and not so many competing salesmen 
out. (3) Telephoning in advance for 
an appointment when the customer is 
off the beaten track; even a long dis- 
tance call is cheaper than a_ useless 
trip. (4) Sending advance notices 
when on the road so the buyers will 
know you are coming. (5) Getting a 
good introduction to new customers 
whenever possible. (6) Showing letters 
of inquiry from prospects to the recep- 
tion clerk. (7) Being on good terms 
with telephone operators, office boys and 
secretaries. (8) Utilizing waiting time, 
by studying presentations or writing up 


' reports.—Printers’ Ink Monthly. 
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MR. MANUFACTURER-—Calling your 





attention to two important events: 





First, the NEWA Convention, Hot 





Springs, May 22, 26. Second, the 





Annual May Convention Issue of “The 





Wholesaler’s Salesman, which carries 





your sales message to the Convention 





and to wholesalers salesmen who can- 





not attend...Advertising closes April 18 
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YOU CAN’T GO WRONG— 
if you “RELY ON RELIANCE”’ 




























A complete line of thoroughly 
dependable quality time switches 
with innumerable exclusive fea- 
tures, giving you more time switch 
sales opportunities. 

For 28 years the name of Reli- 
ance has stood for the best in the 
time switch field. A good line to || 
handle because profits are not || 
eaten up by expensive come-backs. 


Write for full information on |) 
this profitable line. 


RELIANCE AUTOMATIC LIGHTING CO. 


1911 Mead Street Racine, Wis. 

















YAGER’S 
has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity, product, making new friends, 
keeping old ones. 


Priced Right 


Vo pound cans. . . $0.50 ea. 

1 poundcans... .80ea. 

5 pound cans... 3.00 ea. 
Less by reshipper cartons. 





Ask for 








FREE SAMPLE 





Alex R. Benson Co. Inc. 


Hudson, N. Y. 















Orders hit an 


all-time high! 


1938 EDITION 


DIRECTORY OF 
ELECTRICAL WHOLESALERS 


100% Revised 

















THE WHOLESALER’S SALESMAN 





This directory provides sales managers, advertising managers 
and particularly field salesmen of electrical manufacturers 
with vitally important information on wholesalers’ operations. 
Every man having any contact or relations with electrical 
wholesalers should have a copy. 


time” and answer day-to-day questions on problems of keep- 
ing the distributor picture up-to-date. Single Copy—$15.00, 
Additional Copies—$7.50 each. Order your copies today. 





It will save no end of “sales 





330 W. 42 ST., NEW YORK 
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Sell Staples 
With Display Boards 


G. H. Rundle hardware dealer of 
Palmyra, Wis., believes that staple items 
should be displayed in a way so the 
prospect can get a good view of the 
stock on hand. This is especially true 
in a rural community and he has con- 
structed a special type of knock-down 
display board for use in his show win- 
dows. “These special display boards 
have brought me considerable business 
from rural trade,” says Rundle. “Farm 
folks like items like these, and when 
they come into the store they see other 
merchandise and buy that also. The 
margin of profits is small on such 
staples, but you can use them to draw 
people into your store. Then when they 
do come on you can rely on your sales- 
manship and interior displays to sell 
them other things.” If it works for 
nails, nuts, screws, bolts and hinges it 
will for tape, bulbs, wire, sockets, etc.— 
Hardware Age 


More Facts, 
Less Arguments 


“Give a man enough reasons and 
he'll buy.” This more-fact and _ less- 
argument interview formula is a win- 
ner. Its inventor once taught school 
and his sales formula is something he 
learned while dealing with youth: “You 
can’t get a kid to do something unless 
you give him a good reason why—and 
the same goes for selling merchandise.” 
Sales Management 


Just A 
Friendly Reminder 


A merchant in Pennsylvania adver- 
tises to give a free flashlight case with 
the purchase of the first set of bat- 
teries and bulb at 30 cents. This gets 
a flashlight with his name on it into 
many homes and cars. These pros- 
pects are never in the dark where to go 
for electrical supplies !—Business Pro- 
motion. 


See 
Enough People 


What is your interpretation of “see- 
ing enough people” in selling? A lot 
hinges on that. A salesman is on his 
way to oblivion if he has “seen enough 
people” for the day when he has run 
into a few prospects who turn him 
down. A salesman is headed for the 
top and will stay there, if he traces his 
sales troubles to not seeing enough 
people and sets himself to seeing 
enough prospects to get the sales 
results he wants.—The Sample Case. 


MORE FACTS 


Tee Connectors Can Now be 


CARRIED IN 





ON PRODUCTS 


Auto Radios—The Galvin Mfg. Corp., 





4545 Augusta Blvd., Chicago, 
released a 48-page catalog giving specifi- 
cations, list prices, and illustrations of 
their Motorola radios. Information and 
illustrations of their dash panel controls 
to match all cars, of their instrument 
panel and ear-level overhead speakers, 
and of their roof, under-car, telescopic 


has | 


hinge, and cowl-mount telescopic aerials | 


are included. 
Vv 


Capacitors—The Aerovox Corp., 70 
Washington St., Brooklyn, N. Y., has 
published a new edition of their Capaci- 
tor Manual, which deals with ratings, 
required capacities, power factors, and 
other engineering and servicing aspects 
of motor-starting capacitors. Self-cal- 
culating charts for figuring out neces- 
sary mathematical problems are 


included, also electrolytic and oil-filled | 


capacitor listings, Aerovox catalog num- 


ber, capacity, voltage, dimensions, style, | 


illustration and list price. 


v 


Construction Materials— Catalog No. 
31c62, issued by Walker Bros., Consho- 
hocken, Pa., outlines wiring problems 
created by modern business needs and 
presents a means of their solution. In 
addition, features to be considered in 
the selection of various 


materials are | 


discussed, and suggestions for specifica- | 


tions and installations are offered for 
new construction as well as the renoviz- 
ing of existing buildings. 


Vv 


Control Replacement Listing—The Clar- 
ostat Mfg. Co., 285 N. 6th St., Brook- 
lyn, N. Y., has released a 9-page bul- 
letin listing numerically the makes and 
types of sets served, and the functions 


and list price of 1200 exact-duplicate 
controls. 

Vv 
Feeder Distribution—A 36-page bul- 





letin No. 165 describing and illustrat- | 


ing the three Feeder Distribution Sys- 
tems—Buss-Wa, Flex-a-Power and 
Trolley-Closur, manufactured by the 
Trumbull Electric Mfg. Co., Plainville, 
Conn, 


v 


Insulation—The Okonite Co., Passaic, 
N. J., has issued a 33-page bulletin giv- 
ing complete information on their line 
of Cables. It discusses diameters and 
weights of cables, insulation thicknesses 
for series lighting circuits, bending 
radii, insulation resistance and correction 
factors, protective coverings, standard 
wire and stranding tables, conduit sizes, 
carrying capacity of conductors, full 
load currents of motors, and selection 
of cable for various conditions. 


v 
Knife Switches—Frank Adam Elec. Co., 


St. Louis, has released Catalog No. 51 
dealing with knife switches. 


Each divi- 
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Only 1 Size to 
take the place of 15 
Branch or Tap takes a wide range 
of either solid or stranded, flex- 
ible or hemp core wire and cable. 





For instance, one size Hinged E-Z 
Tee connector will take any wire 
or cable on the tap from No. 6 
to 4/0. The next size takes from 
1/0 to 500,000. 


The Main or Run is made for one 
specific size of conductor. 


User can carry for emergencies; 
a few will meet practically all 
needs. 


Jobber can keep stocked for quick 
delivery, with only a small in- 
vestment. New convenience and 
Economy, in the new— 





One-piece design— just bolt the 
hinge over the main. No loose 
parts but the bolt, nut and lock- 
washer. 
































No loose parts on the tap: Once 
the Hinged E-Z Tee is installed 
on the main, tap connections can 
be made at any time in a few 
seconds. 









































Quickest connection— and Perma- 
nent. Not loosened by vibration, 
as the nuts are self-locking. Large 
holding surfaces, with ample 
safety factor. 






































Write for descriptive sheet. 


Sold by 
Leading Jobbers 


























PENN-UNION ELECTRIC CORPORATION, Erie, Pa. 


You'll find fittings for every type of connection, in the complete line— 


PENN-UNION 


Conductor Fittings 
















































































Through — 
methods of individual manufac- | 
turing and individual heat ah | 
ing— 
To the final steps of rigid i in- 4 
spection and testing, each pair of | 









pliers that carries the Klein trade-) 
mark represents the maximum in- 
plier quality. _ 
Klein methods viewed in age 
light of modern mass production | | 
are necessarily more costly. | 
On the other hand, for a man — | 
who demands a plier of Klein — 
quality there is no way to pro- 
duce it except the Klein way. 


| 3200 BELMONT AVENUE, CHICAGO, mm. 
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| contains price list 
| conan of the terms used in discussing 


Lighting—T he 





sion is illustrated. 
on fuse 
attachments, and 
per lugs. 


There 
terminals, 
drawn 


is also infor- 
quick break 
and cast cop- 


v 


Lamps—A new 
illustrates 
use in 
buildings, 
It also 
vered 


catalog 
and describes lamps 
homes, factories, public 
street lighting, railroads, etc. 
discusses Bi-post, 3-light,  sil- 
bowl, and lumiline lamps, and 
, specifications, and a 


on lamps 


|lamps and lighting, as well as a table 


| showing light absorption of various 
colors. Hygrade Sylvania Corp., New 
York, N.Y. 


v 


Lamp Guards—Screwless portable lamp 
guards are described and illustrated in a 


| pamphlet issued by the Safeguard Elec- 


tric Co., Inc., 1 DeKalb 


Ave., Brooklyn, 
i 2 


v 


Electric Co., 
catalog No. 


Goodrich 


Chicago, has published its 


|38 dealing with lighting equipment. It 


describes and illustrates different types 


of reflectors, floodlights, lamp fixtures, 
standlites, stocklites, service station 
lighting equipment, -and_ diffusers. 


There is a section devoted to engineer- 
ing data. 


v 


Lighting—Catalog 38 of 
Bridges Corp., Mflwaukee, discusses 
lamps ranging from Early American 
and Colonial to modern semi-indirect 
and totally indirect styles of lighting 
fixtures. Complete classifications for 
each fixture are given, and there are 


the Moe- 


| illustrations of lamps for outdoor use, 


as well as 
and parlor. 


for kitchen, bath, bedroom, 


v 


Lighting—‘“Factory Lighting Practice” 


is the name of a Manual released by 
the Benjamin Elec. Mfg. Co., Des 
Plaines, Ill. Discusses in detail indi- 





vidual lighting problems in factories 
and plants, and suggestions for solv- 
ing them. It includes discussions on 
lighting an entire plant or a single de- 
partment, specialized applications of 
light involving considerations of qual- 
ity, color, or direction, safe lighting in 
locations with fire and explosive haz- 
ards, and establishment of schedules to 
insure clean reflectors and lamps. 


v 


Lighting—Folder ML8, issued by The 
Fostoria Pressed Steel Corp., Fostoria, 
Ohio, illustrates and describes the pos- 
sible uses of the Localite Lamps. 
Folder ML9 covers the Camera Flash 
Lamp, recently added to the line. 


v 


Lighting—DayBrite Lighting, Inc., St. 
Louis, has issued its catalog on Day- 
Brite installations illustrating the pos- 
sibilities in illuminating design through 
proper conception and construction. 


v 


Lighting—Commercial and _ Industrial 
Lighting Equipment is the subject of 
a 132-page bulletin issued by the 
Bright Light Reflector Co.,_ Inc., 
Brooklyn, N. Y. In addition to infor- 
mation on commercial and _ industrial 
lighting equipment, floodlighting equip- 
ment, and illumination design data are 
included. There are illustrations. 


v 


Motors—The Century Electric Co., St. 
Louis, has issued bulletin 1039 present- 
ing information concerning the elec- 
trical characteristics of Fractional Horse 
Power Motors, and showing how these 
characteristics can be applied to motor 
driven machinery and appliances. There 
is also included a description of Repul- 
sion Start Induction Brush Lifting and 
Riding Motors, Split Phase Motors, 
Capacitor Start; Capacitor Run Motors, 
Squirrel Cage Induction 2 and 3 Phase 
Motors, and Direct Current Motors. 


























































“It may not be art, 
Ed ... but I like it.” 


THE WHOLESALER’S 





SALESMAN — April 1938 








Separator Magnets—An 8-page bulletin 
No. 910 describing large diameter cir- 
cular magnets, small circular magnets, 
rectangular magnets, and other mag- 
nets suitable for removal of tramp iron 
from conveyor systems handling food 
stuffs copra and other materials such 
as coal, limestones, etc., has been re- 
leased by The Electric Controller & 
Mfg. Co., 2700 East 79th Street, Cleve- 
land, Ohio. 


v 


Ventilation—“‘Home Cooling by Attic 
Ventilation” is the name of a 4-page 
booklet issued by the Chelsea Fan & 
Blower Co., Inc., 370 W. 15th St., New 
York. It gives data and net prices of 
each of their fans, and is illustrated 
with diagrams showing method of 
installation. 


v 


Window Lighting—A folder on window 
lighting by the Century Lighting Co., 
Inc., 419 W. 55th St., New York. It 
contains illustrations and information on 
the type of lamps used for lighting 
windows, as well as examples of their 
use in modern stores. There is also a 
table of lamp data which pertains to 
the particular instruments illustrated in 
the folder. 




















How To 
Increase Your Sales 


This is the title of a most useful book | 


for appliance salesmen. Written par- 
ticularly for retail salesmen it is of con- 
siderable value to wholesale men. Very 
practical suggestions are made for han- 
dling the sale from start to close. Par- 
ticularly valuable chapters are those 
covering the four buying reasons— 
Gain, Safety, Convenience and Pride. 
Other chapters worth study are: “The 
Three Decisions That Govern Buying”, 
“How to Handle Objections”, “How to 
Close” and “After the Sale is Over”. 
(Porcelain Enamel Institute, Chicago— 
one copy free to any salesman, addi- 
tional copies 30 cents each.) 


How to Get the Order 


This is the title of a book containing 
over 300 helpful ideas for order-getting. 
Harry Simmons, the author and a con- 
tributor to the WHOLESALER’s SALEs- 
MAN, writes from the vantage-point of 
long practical experience. His sugges- 
tions are both specific and the result of 
actual successful practice. Each chapter 
is keyed to some phase of the problem 
of inducing or closing a sale. For ex- 
ample: “How to Open the Sale”, “How 
to Control the Interview”, “How to 
Close the Sale”, “How to Find New 
Leads”, “Warming Up the Prospect” 
and “Buyer Slants on Selling”. (Har- 


per & Bros., New York, $2.00) 





Moon 


boris 





THE WINNER 


The scrapper who can “take it" round after 
round and still bore in to win the fight always 
has the crowd with him. And you'll always have 
the "crowd" with you if you sell your customers 
building wire that can take the hardest punish- 
ment and still give long-lasting service. Sell 
"Rome-Cable" wire and cable, and you'll be in 
the winner's corner . . . with crowds of cus- 
tomers building sales and bigger profits for you! 


ROME CABLE QUALITY 


Code, Intermediate 30% and Slick finish for Quick and 
Superaging Easy Pulling 

Approved by the Under- Long Aging Rubber Uni- 
writers’ Laboratories, Inc. formly Small Diameters 
N.E.C.S. Clean—Easy Stripping 
Flame & Moisture Resistant Eight Clear Distinct Colors 


PRODUCTS 


Hot rolled rods, bare and tinned 
copper wire, bare and tinned strand 
U.R.C weatherproof wire, cotton 
paper ond asbestos magnet 
rubber insulated wires and cor 


[eXele Moto h'A-1a-te Mote] o) (3; 














THE LINE THAT SATISFIES THE 


BUYER AND BUILDS S$ A | F S/ 





Dome Reflector : . 
for Mercury Vapor ciency. The Quad line has 
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The Quad line is complete for in- 
door and outdoor industrial and 
commercial lighting. The units are 
all modern in every detail, repre- 
senting the latest in lighting effi- 


Did Xpurt showing demonstrated time and again, to 
p> “0 jlete line . . 

ut Quad Flood- Wholesalers everywhere, that it is 
s? Write fo . ° . 

toy if you didn't! in demand —that it satisfies, and 


that it builds sales volume. Now is 
the time to get acquainted—let us 
send you further details. 









QUADRANGLE MFG. COMPANY 
32 S. Peoria Street 
Chicago, Ill. 


























OK 


ILSCO 


SOLDERLESS CONNECTOR 
No Costly Castings or Forgings 


ILSCO construction does not require the use of 
castings or forgings. That’s one reason ILSCO 
Solderless Connectors are so economical to buy 
. . . their utter simplicity makes them equally 
economical to use. Other ILSCO features: 





NO Set-screw contact 

NO flattening or separating 
of stranded wires. 

NO limitation to one size 
wire. 

NO special tools required 

NO shearing effect whatso- 


NO need for you to search any longer for the 
PERFECT Solderless Connector... WE HAVE IT! 
Six Sizes Take Care of All Wires from No, 14 to 
1,000,000 C.M. 





FREE—A large display board bearing 
mounted samples of ILSCO tugs. Ad- 
dress Dept. EC 


ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road,Cincinnati,Ohio 























S.H.COUCH COMPANY, inc. 


NORTH QUINCY, MASS. 











ADVERTISERS’ 
INDEX 


A 


Adam Electric Co., Frank 

All-Steel Equipment Co.... 

American Automatic Elec. 

American Blower Corp............ 

Arrow-Hart & Hegeman Electric 
Co., The : 


Benson, 
Birdseye Elec. Co 
Bryant Elec. Co. 
Burnley Battery & Mfg. C 
Bussmann Manufacturing 
Back Cover, 55 


Cc 


Colt’s Patent Fire Arms Mfg. Co.. 
Couch & Co., S. 
Crescent Insulated Wire & Cable 


G 


General Cable Corp 18, 
General Electric Co. (Nela Park) 
General Electric Vapor Lamp Co.. 


H 
Hazard Ins. Wire Works 


I 
Ilsco Copper Tube & Products, Inc. 


J 
Justrite Mfg. Co... 


K 


Killark Elec. Mfg. Co 
Klein & Sons, Mathias 


8] 
Oliver Iron & Steel Co 


Pp 


Penn Union Elec. Corp 
Plymouth Rubber Company, 

Inside Back Cover 
Premier Div. Elec. Vacuum Cleaner 


Quadrangle Mfg. Co. 


R 


Reliance Automatic Lighting Co.. 
Rome Cable Co ; 


Samson-United Corp 

Sherman Mfg. Co., H. B 

Signal Elec. Mfg. C 

Square D Company..... 

S. 8. Jobbing House.............. 


T 
Triangle Conduit & Cable Co 


U 
United States Rubber Products, 


e¥E YOUR DEALERS wore evo 


om, With THIS EXTRA sate 
ron — @aptimala bmn ee) ia) 


Your dealers can sell Justrite Push- 

Clips to every customer—every home 

—every user of electrical appliances. 

Justrite Push-Clips hold radio wires 
and lamp cords to the top 
of baseboards, moulding, 
door frames, etc. Safe. 
Neat. Efficient. 


These Justrite Features: 
Made of #1 Steel... 
easy to install—no tools 
needed . . . holds securely 
» « « Meme lestimg . ... 
colors to match lamp cords 
or woodwork . .. card of 
8 for 10c. 


Free Display: 3 doz. Cards, 
Push-Clips in Assorted 
Colors, in attractive, New 
Display carton. Write te 


JUSTRITE MFG. CO. 
2075 Southport Av., Chicage 











WANTED: 
SALESMAN 


to call on Contractors, Elec- 
trical and Hardware Dealers. 
Splendid Opportunity. 


S. S. Jobbing House 
653 Broadway 
New York City 














WANTED 
MANUFACTURERS AGENTS 


Old established Manufacturer — 
Nationally recognized well known 
line—revamping sales set up, re- 
quires live agents now contacting 
Electrical Wholesalers—all _terri- 
tories. 10% commission—exclusive 
territory. Contacts with Engineers, 
Contractors and Industrial plants 
also valuable. Give details—terri- 
tory covered and lines carried. A 
rare opportunity. 


Box No. RW126, Wholesaler’s Salesman 
330 West 42d St., New York City 








ELECTRICAL WHOLESALERS 








MANUFACTURERS : 


1938 EDITION 
DIRECTORY OF 


Just off the press! 


PAGE 68 GIVES DETAILS 
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They'll be 
asking you about 
“SLIPKNOT BROWN" 


_.. and modern 
wholesalers 
have the answer! 





Last month 50,000 tape buyers 
heard about "SLIPKNOT BROWN" 
—and were told to "BUY FROM 
YOUR WHOLESALER!" 





























“SLIPKNOT BROWN" is not just an- 
other brand of tape—it's a brand new 
idea in tape making—made from raw 
rubber smoked sheets, fresh from the 
plantation, it has the natural brown 
rubber color. It's stronger—more ad- 
hesive—longer lasting— 


AND— it sel/s easier, because you're 
out of the class of cutthroat competi- 
tion—there just isn't any other tape 


like “SLIPKNOT BROWN!" 


When your customers ask about this 
development, know all the answers. 
We'll supply samples—pieces of raw 
rubber as sales tools—and complete 
details so that you can do your sales 
job up "brown"! 
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Smoked raw rubber, in natural brown color, as received 
by Plymouth for impregnation in "Slipknot Brown" Tape. 
Sample piece like this sent on request to wholesalers 


and salesmen. 


PLYMOUTH RUBBER COMPANY, Inc. 


CANTON, MASS. 


EXTRA MOAMES/VE 





THIS ONE TALKS “production” 


the language your prospects like to hear 


Practically all of your prospects are interested 
in production. Maybe not all of them run fac- 
tories—but even in an office lights must be 
kept burning and business appliances kept 
running. 
So when you can show how BUSS fuses 
eliminate useless interruptions of service 
and thereby increase production or operat- 
ing efficiency, you are talking your pros- 
pect’s language. 

The accompanying miniature repro- 
duction of one of the advertisements on 
BUSS fuses can be used by you as a 
powerful sales argument. 

Tell your fuse prospects, about the 
experience Chief Electrician Kranzer 
of Dolimite Products Company has 
had with BUSS fuses. Quote his own 
words. No user of fuses can escape 
the conclusion that if BUSS fuses 
serve others so well they will serve 
him well too. 


FOR MORE POINTERS ON HOW 
TO SELL BUSS FUSES .. . 


Turn to your copy of the 
BUSS fuse book or to the BUSS 
price sheet in your binder. 

They contain much informa- 
tion to help you get over the 
story on why BUSS fuses 
don’t blow needlessly. 

The BUSS representative 
is also at your service. Call 
on him for co-operation. 
He will be glad to work 

with you. 


BUSSMANN MFG. COMPANY, St. Louis 
Division McGraw Electric Company 


BUSS super-lag FUSES 





